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Exhibition 
Stand ‘Ramp’ 


Sir,—In reply to Mr. Dudley 
Kingstall (January 11) 1 would 
like to lucidate the word “ramp” 
in connection with exhibition 
stands. 

Most of the leading exhibition 
firms have been and are still 
being asked by exhibitors to pre- 
Sent a design, which costs ap- 
Proximately £10-£15, for their 
Stand. Most exhibitors are now 
lemanding stands costing about 

300-£400, and it seems obvious 
Yo me that when an exhibitor re- 
®eives ten to fifteen designs the 
amount of artwork, specifications, 
@tc., in no way compares with the 
‘actual valuation of the stand. 

To receive a good design for 
fan exhibition stand, it is not 
Mecessary for the exhibitor to 
Circularise the trade, and obtain 
a large number of specifications. 

y suggestion is that he should 
Bo direct to an exhibition firm 
and ask them to submit three 
Tough visuals for his stand. These 
Wisuals can be prepared by a com- 
petent designer of three entirely 
‘different schemes. The exhibitor 
should also be frank and tell the 
‘contractor the amount of money 
he wishes to spend on the pro- 
posed stand, as this prevents the 
@esigner putting up a superb de- 
sign for a stand costing more 
than the exhibitor will spend. 

One last point is that it would 
the very unusual for a bona fide 
exhibition contractor to put up 
an unsolicited design. 

DANIEL BARNETT, F.R.S.A. 
Studio Torron Ltd. 


. J 
Foregone 
Conclusion 

Sir,—The verdict of the Bever- 
idge Committee against spon- 
sored advertising should cause no 
surprise in advertising circles. We 
are well aware of the personal 
clement which must be taken into 


aw. 


sO TEE 


LETTERS 


EDITOR 


consideration in any “Sample”: 
In view of the fact that the 
Labour Party evidence was 
against “Commercials” and of the 
actual composition of the com- 
mittee appointed by the Govern- 
ment, the decision against spon- 
sored radio was a foregone con- 
clusion. If, for example, we were 
to take as a “sample” nine mem- 
bers of the Pytchley Hunt and 
one anti-vivisectionalist and pose 
the question “Are you in favour 
of blood sport?” the answer 
would in all probability be 90 per 
cent “Yes.” 

To assess the full value of 
sponsored radio programmes we 
should adopt the Australian tech- 
nique and use the Third Pro- 
gramme wave length for a test 
period of one year. 

Had the Beveridge Committee 
consisted of industrialists and 
business men, I think the majority 
report would have favoured 
controlled; sponsored broadcast- 


ing. 
PETER WESTON, 
Publicity Manager, 
H. Bernstein Ltd. 
London, W.1. 


‘Frank’ Answer 


Sirn,—While not appreciating 
quite what Mr. H. R. Baldrey’s 
letter (January 18) has to do with 
the discussion (it seems to have 
some personal implications), I 
reply to it with all the “Frank- 
ness” he asks for: 

1. It is obvious that I am con- 
nected with an advertising agency, 
though by writing privately | 
sought not to publicise my firm. 

2. I was trained as ah engineer 
and metallurgist. 1 have for 4 
years edited an engineering 
journal. For 12 years I was an 
advertising manager in the engin- 
eering and heavy industries. (I 
wish the 1LA.M.A. had existed 
then—it was very much needed). 
For nearly 17 years I have run a 
specialised agency, together with 
my partner, who, before he 
joined me, had 17 years in agency 
work with considerable emphasis 
on technical advertising. I am 
an A.LP.A. Is this “dabbling” 
Mr. Baldrey? 

3. As my acquaintances very 
well know, I have never claimed 
to be an “all-round advertising 


POINTS FROM OTHER LETTERS 


*TEN-A-PENNY’ 

Mr. Kihgstall’s remarks about 
“ten-a-penny” exhibition con- 
tractors are unfair. A “ten-a- 
penny” contractor who produces 
bad designs and workmanship 
soon dies a natura] death. Those 
that do exist are only kept alive 
by exhibitors who want a cheap 
job—J. S. Cole, New Cross. 


WRONG STRESS 

Lord Beveridge and three other 
members of the Broadcasting 
Committee agree that a limited 
form of commercial broadcasting 
is desirable, but do not appear to 
lay sufficient stress on the urgent 
need for making the general pub- 
lic more commercially and “new 
product” minded. Too great a 
stress seems to be laid on the 
cultural value of broadcasting and 
not enough on its power to edu- 
cate the public about the econ- 
omic value of high-pressure 
salesmanship.—W. G. D. Softly, 
Willings Press Service Ltd. 


TOO SMALL TO READ 

Advertisers should not forget 
that many newspaper readers 
suffer from defective vision and 
are unable to read 8 pt. type. I 
notice with perturbation that 
many Press advertisements, parti- 
cularly in the Sunday papers, are 
set in even smaller fonts.—Old 
Times (name and address sup- 
plied). 


‘LILY GILDERS’ 

Edwin J. Ornstien (January 18, 
page 100) is very much to the 
point in the distinction he makes 
between “Mail Order” and 
“Direct Mail.” But further he slips 
badly. He joins the very popular 
order of “lily-gilders,” where 
Shakespeare preferred painters. 
The reference to “the lily in its 
natural pure whiteness” in the 
same sentence, adds a little further 
joyous confusion to the metaphor. 
—H. Dennett, Advertising and 
a Relations, Austin Reed 
td. 


SEE_OUR 
SHOWROOM 
at 88 Acre Lane, Brixton, S.W.2 


We are exhibiting a huge variety 
of outstanding specimens of 


POSTERS, SHOWCARDS & SALES-AIDS 
RING BRI. 7871 [Re 


DISPLAY CRAFT LTD., 88 ACRE LANE, S.W.2 


man.” | steadfastly refuse to 
handle general and consumer 
accounts, which I leave to the 
agencies well qualified in such 
matters. 

4. Of course my letter was 
propaganda—for the several good 
agencies which have made a long 
study of technical advertising and 
who feel strongly about the dis- 
repute into which general agency 


“dabblers” can bring technical 
agency work (vide 1A.M.A. 
report). 


FRANK ROWLINSON. 
Cheadle, Ches. 


Tu Quoque 

Sir,—I am surprised that you 
should publish the vindictive 
letter from a Mr. Baldrey. The 
word “dabbler” has evidently 
found its mark. Has he any tech- 
nical qualifications whatsoever? 
Has he any agency experience? 
Why does he shelter under the 
F.1.A.M.A. when he claims to de 
an advertising consultant? Has 
he any claims whatsoever to be 
able to advise anybody about 


anything? 
K. KELTHAM. 
Manchester, 

(Mr. Baldrey's letter was not 
really “vindictive.’ He knew all 
the answers to his questions 
about Frank Rowlinson. It was 
just a leg-pull, which Mr. Rowlin- 
son perhaps invited by his com- 
mendable modesty in refraining 
from publicising his very well- 
known technical agency. Mr. 
Rowlinson's letter this week is 
doubtless written to make clear 
to those who do not know him 
that his views are backed by 
practical experience.—Editor.) 


THEY JOIN 1.S.B.A. 


W. J. Brookes & Sons Ltd., 
H. W. Carter Ltd., Fairburn 
Lawson Combe Barbour Ltd. 
and John Haig & Co., Ltd., are 
new members of the Incorporated 
Society of British Advertisers. 


Ap ply for particulars to Advertisement Manager, Phoenix Building, Berridg® Street, Leicester, or 47, Hertford Street, Mayfair, London, W.!. 


Tel.: REG 7557/8 


See i January 25, 1951 + 
e or. . a , ae - 
Y A, sai | y Ss ~ — , +S 
* | en fu 4 
7 ie 
7 | ; 
ae 3 
| 
¥ ——— — : 
7 a ES 
_ 
_ 
/ a a | 
pl: : = Or Noe tre ae | 
B GOPRCETEY « UrreRITELE 
ag) { ' } é = oe f : \ 
4 s -) TSE ==—C ie hee LL ‘ = A\ AG : 
€ Ps . — = = 
oe is the BUY word ! 
il a 
= 
7a - ee eS 2 
01 : - na tae + 4 ° xe ten + @ Be bi j a! a rr 3 oa 2 Le i + + a bt ail Ez = = 


KLY 
ADVERTISER'S WEE 


Evening 
HULL 
DAiLy MAIL 


YORKSHine * pe 
NCOLNSHipg 
TIMES 


EVENING 


WEEKiy 
= LED SATURDAY 
aig, A LLIPH, TELEGRapy 


EVENING 
THE CITIZEN 


CLouces TER 


EVENing ““"*= 
Wortp 
BRET 


ee 


ITED 
ROUP LIM 
PAPERS G 6000 
E NEWS TRAL 
Director, oo tao Semen) CEN 
NEY oils. toma ~ hkl 
NNEY, L 
R. H. PE HOUSE, 

LITE 
CARME 


, ‘d * ou — = — . 
January 25, 1951 125 P| fi 
CI wt SWE ‘ 4 
| SS ee CEN : 
: Seu ‘> he e 0 tH | he he 
a CS ee a anes a 
: SS LEICESTER Coo 
: YAN Sunn! :. 
XN TEMHAM Ninn Re 
* SSA Za ouesTeR eh an F 
=f as ~ Wren ee, 
: —— Gate ; 
M Pas ” Sah EVENIng “"""“ a 
= SSS . 
S Se YY . 
Hh SS 3 ERE ARMANI s wit ok 
; : SSS LTE Wires TA Kir 
: SS SESS ERENT INEL a 
a SS SSSR ENIINNNEE ia es 
3 SS SS SERS: vena avt 
SS SSS SSE SSS BRAY, SOUTH c a 
‘as = SSSR LEE WA, fd 
¢ Wy <<<. ~~ | Ea i 
a. SSS ESE, 2 ae 
és = ——SEE.:®.:: |S Ye ; ah 
S Mp, —S:::&=>::|_T__| |S HERALD WEEKiy : ¥: 
‘ S—S=n_ Ny SSS _ 
a = — “Nyy SSS ooas _ 
2a : = —=S=—== WSSSSESEETE EVENING ; r 
a = —S—>_ SSS MAIL 5 a 
2 = ——SSS= SSS SS “or geal ; x 
a ——SSSsSesss Deagy fem _— 
i ! ———__— = SES } my 
SSSSHL_L__SSSSSSS EVENING _ 
k ee EGRAPH , 
/ \tt 7 = & 
3 , emerstne aera ” 
i F EVENING re 
ei ee Ae: Se comametr angen: ie LE hes 
r — Sey ae wy, of; ; GRApP}, . ; 
7 Ma 4 
* | ee = 
N "3 SS manages Ag Why, LAD Ny be a 5 
ae 2 LS, Me, Vy Mi 4 
| — cam att, gi 
ie ——- Serre ag ate 1“ 
% = eee a 
oe ROD 2, SLT? LTT 7 THA weeny 
i Sy, IT a 
4 BN eo SD EE vee q 
id . HhLIT LT ( 
45 =< ~~ Saaae, KS AQ: y iz. 
¥ SO KLE hg FT a 
j (OR ag 
on aa, eae LOOT LI Ny, : 
i ae, i iw i273 SP i gy Ay Wi “ELTE Nan . 
; PORE OTE 
y ~ ZITA KLLIT TA AA LL 
So RO LOD Eo) ae a 
thie ra Ki 77 tC Lias LTT) LTENHAM . 
IOS TD i 
ST; Fy, : 
LOTTA : 
TH ¥ 
eee : 


Woman’s Weekly is bought by over 1,500,000 
women and read by many more. It is no wonder 
that Advertisers find it the most profitable medium in 
this country for appealing to women, for in Woman’s 


Weekly you reach this vital mass market—100°%, feminine 


in appeal — at the very low rate of £500 per page. 


AN A.P. PUBLICATION 
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Fact-Finding Probe by I.A.M.A. 
Raps Agencies 


MORE KNOWLEDGE OF TECHNICAL 
ADVERTISING NEEDED, MEMBERS SAY 


An overwhelming demand for all types of educational and 
public relations work for technical advertising— directed both 
at the industry and towards outside interests—was made by 
members replying to a questionnaire and survey undertaken by 


the Incorporated Advertising 
Managers’ Association. 

The Association’s technical 
sub-committee made a detailed 
inquiry into requirements and 
deticiencies, and the results 
have been summarised by Mr. 
H. T. Parker, general manager, 
marketing division, The Plessey 
Co. Ltd. 


A disturbing feature, he 
found, was that 26-4 per cent 
of advertising managers using 
agents were dissatisfied in part, 
or in whole, with the service 
they were receiving. 

Over two-thirds of the total 
membership replied to the ques- 
tionnaire, and 55:2 per cent of 
these  con- 
sidered that 
they were 
handling 
technical ad- 
vertising. In- 
dustries they 
represe nted 
were: elec- 
trical and | 
radio 26 per 
cent; engin- * 
eering 26 per 
cent; chemi- 
cal 15; mis- 
cellaneous 
13; raw 
materials 11; 
scientific instruments 4; and 
building equipment 2 per cent. 


Almost half had had academic 
training in advertising, although 
some 82 per cent considered their 
main training had been practical, 
within the industry they now ad- 
vertise. Over a third had academic 
qualifications in the technicalities 
of their product, and no fewer 


H. T. Parker 


than 60-6 per cent had practical 
sales experience. 

A question aimed at assessing 
the individual abilities of adver- 
tising managers showed that ap- 
proximately 80 per cent felt that 
one of their main abilities was in 
creative work. “t was illuminat- 


ing to note,” Mr. Parker com- 
ments, “in view of comments re- 
garding the difficulty of getting 
agencies to produce technical 
copy, that 60 per cent considered 
their main ability was in technical 
copywriting. Only 16:3 per cent 
felt they had any ability for the 
production of finished art work.” 

Another surprise was that only 
13 per cent of advertising mana- 
gers were responsible to a sales 
manager, 82:5 per cent being 
responsible directly either to the 
Board or to the general manager. 

Fifty-three per cent had suffi- 
cient staff to produce at least 
some of the material required 
within their own organisation; 28 
per cent had sizeable departments 
capable of tackling a wide range 
of material. Of staff thus em- 

(TURN TO TO PAGE 159) 


Political Pressure May | Bring 


Budget Curb On Ads. 


Opinion is “a -y; in 
political circles, the 
Chancellor of the Fachegue 
may introduce 


Pressure 
benchers may 
Gaitskell to this decision. A 
number of Labour M.P.’s are 
urging a limit should be 
placed on advertisement out- 
lay which is counted a legiti- 
mate business expense. a 
group favour a “freeze” 
the totals spent in 1950: 


others suggest a sliding scale, 
with advertising approportions 
bearing a fixed ratio to turn- 


over. 
Arguments of expediency 
are being advanced, with one 


the public, wincing 
P.A.Y.E. may feel appeased 
at more proposals which 
savour of “soaking the rich.” 
Clamour about the dwindling 
supplies of newsprint may be 
muted, too, they hope, if 
advertising slackens. 


Roy Clark Heads 
Ad. Committee 


Mr. Roy Clark (advertisement 
director, The Star) has been elected 
chairman of the Newspaper 
Proprietors’ Association adver- 
tisement 
c o m mittee, 
in succession 
to Mr. Leslie 
W. Needham 
(a dve rtise- 
ment direc- 
tor, Express 
group). Mr. 
John Coope 
(d.e puty 
¢ hairman, 
Petty 
Mirror) + is 
the new 
vice - chair- 
man. 

Mr. Clark 
has also been appointed chairman 
of the A. — Newspaper 
Society joint committee, 

Mr. J. W. E. Blanch (Daily 
Express) is again copy committee 
chairman, and Mr. W. Memory 
(News Chronicle) is again appli- 
cations committee chairman. 
(Roy Clark: see “Maigly Per- 

sonal,” page 160) 


Roy Clark 


Plug Protest 


“The most astounding ‘breach’ 
of the no-advertising rule of 
radio,” fays a recent issue of 
Performer, “was when the B.B.C. 
in airing ‘Memories of 1.T.M.A.” 
in the Home Service announced 
the name of the disc company 
marketing these B.B.C. recordings 
of the late Tommy Handley. 


A NEWNES-PEARSON PUBLICATION 
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ADVERTISER'S WEEKLY 


Lights Ban Is Only Temporary, Sign 
Men Are Assured 


TALK AT FUEL MINISTRY WILL BE 
RESUMED IN MARCH 


The ban on advertisement lighting will be only temporary. 

This assurance was given to a deputation of the Electrical 
Sign Manufacturers’ Association by Mr. Alfred Robens, Parlia- 
mentary Secretary, Ministry of Fuel and Power, on Friday. 


Stating that the ban+was 
due solely to the fuel shortage, 
Mr. Rohens undertook to meet 
the Association during March 
for further discussion. 

Points made in a memorandum 
by the deputation included: 

If the ban had been imposed 
for “psychological” reasons, cog- 
nizance should be taken of the 
depressing effect of darkened 
shops and streets, forcibly bring- 
ing back memories of the dreary 
war years. 

Reactions in the Press and 
elsewhere supported the view 
that colourful signs and bright 
lights helped to maintain public 
morale. 

Consumption of electricity by 
signs by themselves was neglig- 
ible, whereas shop windows and 
display lighting entailed a sub- 
stantially heavier load. The 
Minister might therefore wish to 
consider electric signs in a cate- 
gory by themselves. 

Whereas shop window lighting 
was a branch of the electrical in- 
dustry and firms engaged in it 
had numerous other lines of 
activity, members of E.S.M.A. 
mostly confined their activities to 
electric sign work, and failing 
this, could hardly remain in exist- 


Paper Chase—3 
Fine Lead 


Board and paper makers 
are giving a fine lead in paper 
salvage by advertisements in 
the trade Press. 


i ~ 
= 


This delightful drawing is 
being used by C. Davidson & 
Sons, with copy: “Ah! more 
waste paper... that means 
helping Davidsons to main- 
tain the production of high 
priority containers.” 


ence. Continuity of orders from 
customers was essential to their 
remaining in being; and they be- 
lieved that their services were 
fully as important as those of 
other advertising contractors 
using different media. 

Many schemes for illumination 
during the Festival of Britain 
were either in hand or under con- 
sideration. It was essential that 


SALES SOAR TO 


New world record average net 
daily sale of 1,742,592 for last 
year is announced by the Evening 
News. This compares with a 
daily average of 1,717,164 for 
1949. During the last six months 
of 1950 the daily increase over 
the same period in 1949 was 
40,397. | 

This week the Sunday Dispatch 
claimed the greatest percentage 
increase in sales of any newspaper 
in the country. The December 
1950 circulation figure was 
2,635,138 compared. with 
2,294,002 in December 1949, an 
increase Of 341,136. 

The circulation is now three- 
and-a-half times greater than it 
was in April 1938. 

Average circulation of the 
Daily Express for July to Decem- 
ber 1950, at 4,220,952, is 138,243 
higher than in the same period of 
1949. This is the biggest 6- 
monthly increase in the paper's 
history. 

Circulation of the Star rose to 
an average of 1,245,471 during 
the last six months of 1950. This 
represents an average daily in- 


commercial interests should be 
informed that “lighting up” dur- 
ing the Festival would be not 
only permitted but welcomed. 
Workpeople in the industry 
formed a considerable body of 
skilled and well paid men and 
women; a great number were 
specialists: for example, glass 

benders. The effects of a 

major slump overtaking their 

industry would be disastrous. 

Members of the E.S.M.A. 
deputation who met Mr. Robens 
were: Messrs. S. D. Moyse, chair- 
man, special duties committee; 
G. S. Campbell, vice-chairman of 
Association; J. H. G. Pearce and 
F. F. Newlands, members special 
duties committee. 

The meeting, which lasted ap- 
proximately an hour, was most 
cordial and the deputation left 
the Ministry in optimistic mood. 


NEW RECORDS 

crease of 44,162. Average daily 
net sale for the whole of 1950 
was 1,236,964, a record advance 


of 29,324 over the 1949 figure of 
1,207,640. 


BENN BROS DIVIDENDS 


Directors of Benn Brothers 
Ltd. declare the following divi- 
dends, less tax, payable on 
February 15: 3 per cent on pref- 
erence shares for the half-year 
ended December 31 last, £1,321 
(same) and 5 per cent on ordin- 
ary shares £5,244 (£3,939), as 
increased by the issue of bonus 
shares in December, though this 
must not be taken as indicating a 
higher total distribution for the 
year. 


Traders in the Sandown-Shank- 
lin district of the Isle of Wight 
are being asked to contribute the 
equivalent of a sixpenny rate on 
their premises for a new adver- 
tising and publicity scheme spon- 
sored by local hoteliers and 
business associations. The target 
is £2,500. 


Li. go OUT To the Piclunes. - 
and see Clifton Webbs 
psy 


funniest film ! 
This Ad. Was 
Rejected 


Reason given by the advertise- 
ment manager of the Birmingham 
Mail for refusing this ad. from 
20th Century-Fox film company 
is that it is “a blatant knock at 
television.” 

The agents, Allardyce, Palmer 
Ltd., say similar copy was sent 
to several newspapers in the 
Midlands and no other rejection 
has been notified. 

_Agents, and clients, take the 
view that there was “a gentle 
leg-pull” slant, and are surprised 
the Birmingham Mail take such a 
serious view of it. 


PAGEANT ON A 
BOMBED SITE 


The story of Bond Street, from 
the day in 1678 when Sir Thomas 
Bond began the construction of 
the thoroughfare to the present 
day, is to be presented in “The 
Pageant of Bond Street.” 

Sponsored by the Bond Street 
Association, organised by its 
secretary, Mr. Sidney Quick, and 
produced by Mr. Geoffrey Young, 
the pageant will be held for a 
fortnight or three weeks in June 
in a canvas-covered theatre on a 
bombed site in Bond Street. 

Mr. F. A. Nicholson, of Legget 
Nicholson and Partners Ltd., the 
Bond Street agency, has had to 
resign the chairmanship of the 
publicity committee owing to 
pressure of work. 


B.D.A. Plans For Festival Display Contest 


So many local authorities and 
trade associations have asked for 
professional help in running dis- 
play competitions during Festival 


Year that the British Display 
Association is to organise a 
Festival of Britain Display con- 
test on a national scale, subject 
to adequate support. The Council 
of Industrial Design will colla- 
borate in judging the competition. 

The association hope to raise 
funds by subscription from manu- 
facturers whose range of goods 
is sufficiently widely distributed. 
It is inviting 20 manufacturers 
from each of ten trade groups to 
subscribe £50 each, in return for 
which their products will be pro- 


minently featured in certain com- 
petition displays. 

Within each of the groups 
there will be a first prize of £200 
and 15 area prizes of £20, in ad- 
dition to 20 other prizes of £10 
each, 

_ Manufacturers wishing to par- 
ticipate should apply to the 
B.D.A. secretary, the Goring 
Suite, Chronicle House, Fleet 
Street. E.C.4. 

Retailers wishing to compete 
should register by sending a 
stamped addressed envelope so 
that full details can be posted io 
them. 

The trade groups will be: Food 
and beverages; pharmaceutical 
and toilet goods; electrical and 


musical goods and radio sets and 
accessories; women’s wear (in- 
cluding footwear); men’s wear 
(including footwear); children’s 
wear, baby linen, knitting wools, 
haberdashery; and dress acces- 
sories; books, periodicals, 
stationery, tobacco, cigarettes and 
confectionery; furniture, floor 
coverings, bedding, linen, and 
piece goods (including dress and 
furnishing fabrics); jewellery, 
watches and clocks, optical and 
photographic goods, leather 
goods, fancy goods, china and 
glass, sports and motor goods, 
cycles and prams, toys and games; 
ironmongery and hardware, and 
miscellaneous goods and other 
services. 
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January 25, 1951 


‘Barriers Down’-They Are 


Now In Advertising 


DISPLAY MEN MAY NEGOTIATE AN 
AGREEMENT WITH UNION 


“ Fundamentally our industry is not in need of a new plan, but 
only the honest and courageous application of our determination 
to widen and strengthen the bridgehead we have established in 


advertising after much hard 
fighting.” 

B This was the declaration of 
Mr. Winstan Gordon, returned 
unopposed for his fourth term 
as cooahent of the Display 
Producers and Screen Printers 
Association, at the annual 
meeting of the Association held 
at the Cafe Royal, London, on 
Tuesday. 


“The barriers of ignorance, 
prejudice and jealousy that 
were held against us so long have 
been broken down” he continued. 
“We have arrived in advertising 
—and let it be known we are here 
to stay.” 

Reading the signs of the times, 
Mr. Gordon warned: “Never in 
the short history of our young 
industry has there been a greater 
need than there is to-day for 
a strong and forceful trade 
association to promote _ still 
further, and safeguard when 
necessary the interests of those 
engaged in the management of 
display and screen printing.” 

The Association looked back 
on another year free from major 
industrial dispute. Members 
should not be lulled into a false 
sense of security. There was a 
growing feeling that the needs of 
the industry would be_ better 
served if the existing National 
Working Rule Agreement was 
succeeded by an agreement 
between the Association and the 
Sign and Display Trade Union. 
Discussion had opened between 
the two organisations to explore 
the possibilities. 

There was urgent need for 
establishing a much stronger 
measure of liaison with other 
Associations whose members 
had an interest in screen- 
printing, display, sign-writing 
and exhibition work. He felt 
that this year something should 
be done to revive the suzges- 
tion of an Industrial Council. 


“It would probably do a great 
deal of good,” he continued, “if 
the associations concerned could 
join with us in the preparation 
of a Code of Standards applicable 
to our trade, which we intend to 
try and complete—with, or with- 
out, their assistance.” 

After commenting on “the twin 
bogeys of scarcity and high 
prices,” Mr. Gordon said 
members should not be deterred 
or dismayed by frustrations sur- 
rounding them. “Our members 
are among the most resilient 


people in Britain to-day,” he 
added. 

Mr. H. L. Parsons was elected 
vice-president. 

Office bearers and Council 
elected were: 

Branch Chairman — Northern 
branch, Mr. H. K. Middleton; 
Midlands branch, Mr. J. W. 


Stagg; General Members, Messrs. 
H. Ashford Down, F. J. Clements, 
R. Foster, F. J. LeMay, A. W. J. 
Lindsell-Stewart, R. Olley, H. 
Rowland. The new Council in- 
tend to co-opt Mr. C. L. Jarrett. 


Havinden Heads 
Crawford Design 
Subsidiary 

Sir William Crawford & Part- 
ners, W.-S. Crawford Ltd.’s sub- 
sidiary for industrial design, have 

reorganised 

their board 

of directors. 

Mr. Ashley 

E. Havinden 

has been 

elected chair- 

man, Mr. 

E. C. Mack- 

enzie, man- 

aging direc- 

tor, and Mr. 

H. A. W. 

Oughton, a 

director. 

=. 2) 6 2 

E.C. Mackenzie Florence A. 
Sangster re- 

mains a director and Mrs. Kath- 

leen Meares secretary. 


‘VOGUE’ PRICE 
INCREASE 


Vogue is to be raised in price 
to 3s. 6d. per copy as from the 
March issue (with trade terms in- 
creased pro rata), and Vogue 
Pattern Book to 2s. as from the 
April-May issue. 

Announcing this, Condé Nast 
Publications Ltd. state that they 
had absorbed the increased cost 
of paper and production since 
1942, but further recent heavy 
increases in paper prices and 
labour costs have made it neces- 
sary to raise selling prices. 


‘HORSE & HOUND,’ TOO 

Odhams Horse and Hound 
will be increased in price from 
4d. to 6d. on March 3. 


‘Leicester Mercury’ 
Rates To Rise 


Owing to increased production 
costs, the advertisement rates of 
the Leicester Mercury will be in- 
creased as from April 2. Trade 
display rate ordinary position 
will be increased by 5s. per single 
column. inch; other rates pro 
Tata. 

Daily net sale is 130,000. 


ADVERTISER’S WEEKLY 
Firm’s Design 
For Free 


Enterprise 


The design, here reproduced, is 
offered by the Associated Port- 
land Cement Manufacturers Ltd. 
to firms wishing to use it as a 
boost for free enterprise. 

In a letter to the Director, the 


= 
UNDER FREE ENTERPRISE 


chairman, Mr. George Earle, 
writes: “It seems desirable that 
everyone should realise that but 
for free enterprise the goods they 
buy would not have been pro- 
duced. This company has 
produced this design which we 
intend to use in our advertise- 
ments and on stickers on corres- 
pondence. If any other company 
or industry would like to use this 
design we shall be glad to send 
them the necessary drawing.” 


. 
Metal Ban Will 

/Restrictions on the use of some 
metals are not likely to affect the 
British Industries Fair. 

“We have had only 24 cancel- 
lations so far, and that figure is 
normal for this time of the year,” 
said a Board of Trade official. A 
statement of government policy 
on exports is expected, he added. 

Anxiety was caused by a speech 
by Mr. Barry Kay, B.o.T. Mid- 
land Regional Controller, which, 
continued the official, had been 
misinterpreted to suggest that 
the Government was considering 
cancelling the Fair. 

“There is no intention of can- 
celling the Fair. Mr. Kay merely 
appealed to firms affected by the 
ban not to cancel their bookings 


Festival Lifts Veto On Map 
Advertisement Scheme 


Festival of Britain authori- 
ties have thought again about 
electric maps, and have re- 
lented. 


Davis Advertising Service Ltd., 
of Salford, have now contracted 
to place four of these maps in the 
Festival grounds at Battersea. 
Previously, according to Mr. 
L. M. Balcombe, a director of the 
firm, Festival organisers had 
ruled they would only consider 
electric maps if they were supplied 
entirely free of advertising. 

“When this fact was ventilated 
in ADVERTISER'S WEEKLY things 
were stirred up a bit,” said Mr. 
Balcombe this week. 

For the Festival an entirely 
new type of machine is being 
prepared. Advertisers will be 


included in the unit by means 
of small panels giving particu- 
lars of the firms, and each panel 
has an individual button which, 
when pressed, pin-points the 
exact location of the advertiser 
on the map. 

The maps are to be 6 ft. x 3 ft. 
They will be in two sections, one 
giving all information about the 
Festival Gardens, and the other 
showing the West End, and other 
places of interest. 


An exhibition, Design in Busi- 
ness Printing, sponsored by the 
Council of Industrial Design and 
ovened in Edinburgh by Miss 
Margaret Herbison, Under 
Secretary of State for Scotland, 
covers stationery, leaflets, pos- 
ters, catalogues, house magazines. 


Not Kill B.LF. 


until the Government announce- 
ment is made,” he said. 

Full-page ads. for the B.LF. 
appeared in American papers on 
Monday. By mid-afternoon the 
British Embassy and consulates 
were busy answering questions 
about the Fair. 


Betro To Produce 
U.S. Pricing Survey 


The British Export Trade 
Research Organisation has been 
commissioned by the Dollar 
Exports Board to carry out a 
comprehensive survey into 
Pricing practices in the U.S.A. 

It will be available in the early 
Spring, and will consist of an 
analysis of the considerable 
amount of published material 
already available, plus field 
studies to bring this iuformation 
up to date. 

Costing several thousand 
pounds, and financed jointly by 
the Government and industry, the 
survey will seek to demoastrate 
simply and factually to the 
British exporter the reasons 
underlying “mark-ups,” and how 
they affect the final price to the 
U.S. consumer. 


Discussion by a nel of 
usewives on “What the house- 
wife thinks of advertising,” to be 
held by the Incorporated Adver- 
tising Managers’ Association 
yesterday (Wednesday), has been 
postooned till March 7. In- 
stead, it was arranged for Mr. 
Harry Alan Towers to give a 
talk, illustrated by recorded ex- 
cerpts, on sponsored radio and 
television advertising. ’ 
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ADVERTISER'S WEEKLY 


States: Home Price Goes 


Up To Over £45 


Assurance that the newsprint 
situation is better than it was 
three months ago was given in 
the Commons on Tuesday by 
Mr. Hervey Rhodes, Parliament- 
ary Secretary to the Boagd of 
Trade. The supply position, he 
said, is now “more definite.” 

Mr. Rhodes said: 

“I understand that the News- 
print Supply Company has suc- 
ceeded in placing sufficient 
orders in Canada and elsewhere 
to make it reasonable to hope 
that the present level of distri- 
bution can be maintained.” 
But he warned that before 

there could be larger newspapers 


Sicdbene Tax On 
Home-Printed 
Stationery 


Organisations which have 
hitherto not paid purchase tax on 
stationery because they printed it 
themselves or supplied the paper 
to a printer or manufacturing 
stationer for conversion, will have 
to start paying from February 12 
under a new purchase tax order. 

At the quarterly meeting of the 
council of the British Federation 
of Master Printers, Mr. Edmund 
Arnold, chairman, _ legislation 
committee, said that the new 
order removed an anomaly that 
had had serious repercussions in 
the paper, printing and stationery 
trades. In recent months the 
extent of tax avoidance had been 
growing considerably, and 
printers throughout the country 
had been concerned at the 
stimulus given by this anomaly 
to the use of office printing 
machinery and at the increase in 
the number of customers who 
had started to buy their own 
paper. 


NEW KEMSLEY 
QUARTERLY 


Pursuing their policy of devel- 
oping new magazines, Kemsley 
Newspapers are launching, on 
February 15, the first issue of 
Home-Making, a practical, popu- 
= quarterly which will sell at 
s 

The magazine, which will 
resemble Pins & Needles in style 
and format, has page area 84 in. 
wide x 104 in. deep, and type 
area 7} in. x 94 in, 

Mr. Ulric B. Walmsley is hand- 
ling advertising, and the editor 
is Miss Christine Veasey. 

Home Making will be launched 
with a widespread national 
publicity campaign using inser- 
tions in national and provincial 
papers. Agents are London Press 
Exchange Ltd. 


it would obviously be necessary 
to build up stocks to a more 
normal level. 

The Board of Trade announced 
on Tuesday maximum prices of 
home-produced newsprint, mech- 
anical printings and kraft liner 
board are to be increased on 
January 29 to cover the increased 
cost of imported wood-pulp and 
other factors. 

Increased raw material costs 
have been notified to the Board 
of Trade by the paper makers. 
After a careful review of existing 
prices the Board has authorised 
increases of £6 8s. 9d. a ton for 
newsprint (bringing it up to 
£45 12s. 6d. a ton), £5 15s. to 
£7 2s. 6d. a ton for mechanical 
printings, according to grade, and 
£5 17s. 6d. a ton for kraft liner 
board. 

Mr. F. P. Bishop, M.P., general 
manager of the Newsprint Supply 
Company, said: “The Board of 
the Newsprint Supply Company 
will have to meet within the next 
few days to decide what effect 
this big increase will have upon 
the equalised price.” 


The smaller agencies are well 
equipped to give local traders all 
the advice they need, and will 
plan and produce their advertis- 
ing competently. This was the 
assurance given by Mr. R. W. 
Grundy, advertising information 
officer to the Newspaper Society, 
addressing Finchley and Whet- 
stone Chamber of Commerce last 
week. 
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Newsprint Situation Better, 


Minister 


Stars Choose 
The Winners 


Film and stage stars Richard 
Attenborough and his wife Sheila 
Sim were present at a Press party 
at the Fleet Street offices of Burke 
Publishing Co., Ltd., on Friday, 
to choose the winners among the 
many thousands of entries in the 
competition organised by the film 
annual, Picture Parade. 

The winners, decided by the 
first three correct results opened 
by the two stars, are to be the 
guests of Burke Publishing Com- 
pany for three days in filmland. 


DAYTON PRESS APPOINTED 


Dayton Press Ltd. have been 
appointed sole advertisement 
representatives, by Day, Mason 
& Ford Ltd., for all their sports 
publications, comprising: Sports 
Monthly, Football Annual, F.A. 
Cup Annual, Speedway Annual, 
Boxing Annual, Cricket Annual, 
and Grand Prix Annual. 


Two adios “a The World 
Tie-Up For Honey Week 


Third of a series of “Australian Honey Weeks” has just 
ended at Leeds. This campaign (as well as previous ones at 
Oxford and Coventry) was a test sponsored by the Australian 


Trade Commissioner in this 
country and placed through 
Gordon & Gotch Advertising 
Ltd. 


Two more campaigns, at 
Reading (in February) and 
Brighton (April) are planned. 

Feature of the Leeds “week” 
was a public relations campaign 
tying in with the advertising. 
Highlight, a two-way broadcast 
between Leeds and Sydney 
was co-sponsored. The Yorkshire 
Evening News arranged with the 
Sydney Sun to have pictures of 
the Australian participants in the 
broadcast radioed to Leeds. They 
appeared on the front page only 
two hours after the broadcast. 

Throughout the week, cookery 
demonstrations were given at 
Lewis's store where recipe books 


were distributed. Extracts from 
these books were published in 
local paper advertisements and 
changed for every insertion, Press 
advertising started a _ fortnight 
before the opening of the week 
and details of demonstrations 
were given on slides in twelve 
Leeds cinemas. Press ads., in 
smaller spaces, will continue on a 
reminder basis for three months. 

Australia produces §3 million 
Ib. of honey a year. From July 
1949 to-June 1950, Britain im- 
ported 34 million |b., most of the 
balance being consumed in 
Australia. 

Expenditure on this campaign 
is met by the Australian Govern- 
ment which appropriates to the 
campaign £1 for every £1 spent 
by the packers in Australia on 
developing the industry. 
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SCREEN SHOP 
FOR £50 


For an outlay of about £50, 
a store can establish its own 
silk screen printing department 
for the production of show- 
cards, posters and other 
displays. 

That was the _ conclusion 
reached at last week’s meeting of 
the British Display Association, 
at which Mr. T. H. Wilson, 
display manager of the Dolcis 
Shoe Co., told members how the 
silk screen process was started 
in the Dolcis organisation and of 
the job it is doing to-day. 

“Given a little imagination, 
one can set up a silk screen shop 
for most retail organisations for 
quite a modest outlay,” said Mr. 
Wilson. “The range of printing 
activity that is possible is almost 
boundless. One is not limited to 
showcards, bills and _ price 
tickets.” 

It was possible, he said, to 
screen print on almost any article; 
his department had worked on 
leather, wood, suede, Perspex, 
giass, crocodile skin, lizard skin 
and various fabrics. 

To supplement Mr. Wilson's 
talk, Mr. F. W. Mackenzie, of the 
L.C.C. School of Printing and 
Graphic Arts, gave a demonstra- 
tion of silk screen printing, usin 
stencils cut on the spot. Mr. E. EL 
Lucking, B.D.A. chairman. 
presided. 


JANUARY 25. 


Luxembourg Tries 
‘Medium’ 


Tests are being conducted by 
Radio Luxembourg with tran:- 
mission on 208 metres—a medium 
wavelength, and listeners have 
been asked to report reception. 

If successful their programmes 
will be broadcast to this country 
on the medium wave as well as 
the present longwave channel. 

A Radio Luxembourg spokes- 
man told ADVERTISER'S WEEKLY: 
“Results at the present moment 
are very encouraging but it is 
chiefly the enthusiasts and 
amateurs who are replying and 
not the general listener.” 

Experiments are expected to 
continue for a month. 


MOBILE FACTORY 
AT EXHIBITION 


A mobile drum making factory 
will occupy the entire ground 
floor of Empress Hal] when the 
second National Packaging Exhi- 
bition opens at Olympia on 
Tuesday. 

It will consist of 30 units in- 
cluding a main production unit. 
its Own power generating plant. 
living accommodation, cinema 
and restaurant. It was conceived 
and built by the engineers of the 
Van Leer group for the produc- 
tion of steel drums for all types 
of industry under conditions 
where mobility is required. 
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Plea For More 
Art Paper 


Holiday resorts are having diffi- 
culty in securing aad for their 
guides, owing to heavy demands 
for the Festival of Britain, it was 
stated at the annual meeting of 
the Association of Health and 
Pleasure Resorts, 

The position was: 

Littlehampton. Orders placed 
months ago. No deliveries yet. 

Southport. Council told that 
paper for 40,000 guides had been 
“commandeered” for the Festival. 
After difficulty imitation § art 
paper was secured. 

Hastings. Orders placed last 
May. Delivery expected January 
1. Hundreds of inquiries daily. 
No deliveries yet. Old issues are 
being sent out with apologies. 

Bridlington. Printers have ad- 
vised orders for 1952 should be 
placed next month. 

The Association is to ask the 
Board of Trade for more paper 
for guides. 

Festival authorities say they are 
using just over 1,100 tons, or 
about four per cent of the annual 
production of art paper in 
Britain. 


Govt. Paper Control 
Not Wanted 


The re-imposition of Govern- 
mental control of paper would 
be deprecated by the British 
Federation of Master Printers 
and by the paper makers’ and 
paper merchants’ associations, 
Mr. Edmund = Arnold has 
reported to the council of the 
B.F.M.P., of whose legislation 
committee he is chairman. 

All three organisations have 
undertaken to convey to their 
members the Board of Trade’s 
request for their co-operation in 
the voluntary system of priorities. 


‘Mail’ Starts Fuel 


Savings Contest 


Three weekly prizes of £1,000 
are to be awarded in a fuel saving 
competition organised by the 
Daily Mail. 

Each week pairs of fuel- 
saving hints are illustrated in the 
Daily Mail and Evening News 
and competitors are required to 
say which of the pair they con- 
sider to be easier to operate. 

Judges will be the Dowager 
Marchioners of Reading, Mr. 
Alfred Robens, parliamentary 
secretary to the Ministry of 
Fuel and Power, and Miss 
Margaret Sherman. editor of the 
Daily Mail \deal Home Service. 


OBITUARY _ 
Cyril Harwood 


Cyril Harwood, for the last 
few years advertising manager of 
Marshalls Food Products and 
Tintex Dyes, died on Friday last. 
He had been in advertising, 
mainly on the creative side, for 
over 30 years 


CLUB NEWS 


ADVERTISER'S WEEKLY 
Leeds 


Festival Focus Will Life 7° "o2"““" 
Veil On Advertising 


Lord Mackintosh will open in June the Exhibition of Adver- 
tising now being planned by the Publicity Club of Newcastle, 
provided no overriding commitments connected with the Inter- 
national Advertising Convention prevent him. 


Theme of the exhibition, which 
will be the Club’s contribution to 
the city’s local Festival activities, 
will be: “Festival Focus On Ad- 
vertising—the Publicity Club of 
Newcastle lifts the curtain on the 
fascinating inside story of adver- 
tising.” 

Planned on a high public rela- 
tions level, and to be of interest 
to businessman and layman alike, 
the exhibition’s sections will de- 
scribe production methods, tell 
the story of al] the organisations 
within advertising, and explain 
the various forms of statistical 
research. The educational sec- 
tion will include a display of 
books on advertising subjects, ex- 
port advertising technique, and 
the assistance available. 

A central stand will show the 
progress of a particular cam- 
paign, from the necessity for its 
launching, through every phase 
right down to the point of sale. 
The subject chosen for this cam- 
paign is “National Savings.” 

Kemsley Newspapers have lent 
the Chronicle Hall in Newcastle, 
and local firms have been ap- 
proached to contribute to a 
guarantee fund. Wherever pos- 
sible, exhibits will be drawn 
from local firms, and for the sec- 
tions dealing with subjects of a 
national character alt possible 
sources will be approached. 

The aim is to tell the story of 
advertising and its place in the 
world to-day as simply and 
memorably as possible. 

Chairman of the exhibition 
committee is Mr. E. Ross, as- 
sisted by Miss Edith E. Gott. Mr. 
John Craven, and Mr. Walter 
Pickering. 


Roy Hardy, Happy 
Individualist 

“An individualist,” was how 
Dr. A. J. MacDonald, Rural 
Dean of the City, described the 
late Roy Hardy at a memorial 
service at St. Dunstan-in-the- 
West last Thursday. 

“You will remember the happy 
smile of Roy Hardy,” he 
reminded the many advertising, 
publicity and newspaper peopie 
who gathered to pay tribute, 
“enjoying life and hoping to make 
other people do the same.” 

_ “Although, like the rest of us, 
life for him was not always easy, 
he, as one of his friends once 
said, always kept his feet in the 
stirrups when his mount was 
stumbling and threatening to 
throw him.” 

The service was arranged py 
the Publicity Club of London of 
which Roy Hardy was a past- 
chairman. 


Aberdeen 


| Hard Facts About 


Granite 

Mr. James A. M’Leod, designer 
to the granite trade in the city, 
addressed the Publicity Club of 
Aberdeen on “Publicity in the 
Aberdeen granite industry.” He 
admitted that publicity in its true 
conception was practically un- 
known in the industry to-day. 
One of the reasons, he considered, 
was the lengthy period of change- 
over from a craft to a trade. 

On February 1 the Club holds 
its annual dinner in the Cale- 
donian Hotel, Aberdeen. Prin- 
cipal guest is to be Commdr. Alan 
Robertson-Macdonald, chairman, 
C.D. 

IN BRIEF 

Dr. Edith Summerskill, Minis- 
ter of National Insurance, 
described to the Publicity Club of 
London on Monday the progress 
which Egypt is making in medi- 
cine, hygiene, and social services. 


John Derry, general manager, 
British Industrial Equipment, has 
been co-opted to the council of 
Berks ond Sachs Publicity Club. 


The Regent Club is to organise 
theatre-going parties as a regular 
feature for members and friends. 


. * * 
Mr. Norman Cursley, news 


editor, News Chronicle, is to 
address the Publicity Club of 
Leeds to-day (Thursday) on 
“News and Publicity.” 


* * * 

Mr. Robert Williamson, a vice- 
president, Publicity Club of 
Leeds. addressed the Building 
Societies’ Institute last week on 
“General Publicity and Advertis- 
ing as applied to Building Socie- 


At the annual dinner of the 
public speaking class organised 
by the Publicity Club of Leeds 
and the Leeds College of Com- 
merce, which was held at the 
Victoria Hotel last Friday, the 
Club was represented by its presi- 
dent, Mr. Stanley Gray, and its 
chairman, Mr. Henry H. Sutcliffe. 
Mr. W. Barford, official lecturer 
to the class and several prominent 
local personalities were present. 


Sheffield 
Vital Issue 


That “the sum total of Shef- 
field's advertising is entirely in- 
adequate for its future” was the 
subject to be discussed at a debate 
to-day (Thursday) between the 
Publicity Club of Sheffield, whose 
principal speakers were to be 
Mr. R. M. King and Mr. H. E. 
McGee, and the Sheffield branch, 
Incorporated Sales Managers’ As- 
sagiation, to be represented by 
Mr. R. L. Walsh and Mr. C. H. 
Seddon. 


Bir ham 


16-Page Papers In 


‘ Germany 

German editors who recently 
visited Birmingham were sur- 
prised at the small amount of 
newsprint allowed to the Press 
here, according to the Lord 
Mayor of Birmi Alder- 
man A. Paddon Smith. 

Speaking at the first civic 
luncheon of the Birmingham Pub- 
licity Association, the Lord 
Mayor, who is the Association's 
patron, said that in Germany 16- 
page newspapers were published 
two or three times a week, He 
challenged the president of the 
Association, Mr. F. L. Johnson 
(managing director, Birmingham 
Gazette Ltd.) with the question: 
“Is our position due to the mis- 
management of you newspaper 
men?” 

Guests included the deputy 
mayor of Wolverhampton, the 
Town Clerk of Birmingham, and 
Mr. F. Avery, vice-chairman, 
Wolverhampton Publicity Club. 


Snapped at last week's civic lunch of the Birmingham Publicity Asso- 
ciation (left to right) Ald. H. Bowdler, deputy Mayor, Wolverhampton; 
J. F. Greeg, Town Clerk, Birmingham; L. F. Johnson, president 
Birmingham Publicity Association; Ald. Paddon Smith, Lord Mayor 
of Birmingham; F. Avery, vice-chairman Wolverhampton Publicity 
Club; and H. Hatton, chairman, Birmingham Publicity Association. 
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Beckwith Gets Betac Development Job: 
N.T.P. Appoint Another Ad. Director : 
W. Burgess Retires, 31 Years With Newnes 


The British Export Trade Ad- 
vertising Corporation announce 
the appointment of Ernest 
Edward Beckwith as chief devel- 
opment officer. Mr. Beckwith, 
who is 58, was for 33 years with 
Gillette, and from 1926-46 was 
export sales manager with a seat 
on the board of directors. He 
has travelled six times around the 
world and represented his firm in 
over fifty overseas countries. He 
was also a member of the export 
committee of the Federation of 
British Industries. As develov- 
ment officer, Mr. Beckwith will 
be responsible for the mainten- 
ance of existing contacts at home 
and abroad and for the expansion 
of Betac’s business which, since 
the reorganisation carried out 
with the help of W. S. Crawford 
Ltd., has already increased to a 
considerable extent. 

* . - 


V. G. Sherren has been ap- 
pointed an advertisement director 
of Nationa! Trade Press Ltd. 
The other advertisement direc- 
tors are Edgar S. Sibun and E. 
Mannell Eastwood. 

* * * 


Harry Pease has become ex- 
ploitation manager of 20th Cen- 
tury-Fox Film Co., Ltd. He has 
been area exploitation supervisor 
for Scotland and the North of 
England since May of last year. 
He was a member of Newcastle 
Publicity Club. 

* 7. ~~ 


H. Brewood has __ been 
appointed advertisement mana- 
ger of the Macclesfield Courier. 


Owing to illness, William 
Burgess, advertisement manager 
of Homes and Gardens, has re- 
tired. Mr. Burgess joined Newnes 
over 31 years ago, and was ad- 
vertisement manager of Homes 
and Gardens from its commence- 
ment in June 1919. 


* * * 


Following the retirement of Mr. 
Burgess, Stuart Mander, adver- 
tisement director of George 
Newnes Ltd., recently appointed 
Gordon Pearse advertisement 
manager of Homes and Gardens. 
Mr. Pearse, formerly advertise- 
ment representative on Country 
Life, was transferred to the 
advertisement staff of Homes and 
Gardens last June. 

* * + 


K. D. Atkins of Mather & 
Crowther Ltd., Clifford Bloxham, 
of Clifford Bloxham & Partners 
Ltd., and T. M. Edgell, of C. D. 
Notley Advertising Ltd. have 
accepted [invitations to join the 
International Advertising Confer- 
ence Publicity Committee. 


* * * 


Appointment is announced of 
R. H. Lewis as general manager 


of the Goldberg Organisation at ‘ 


Wellington, New Zealand. 

Mr. Lewis was with S. H. 
Benson Ltd. and its associated 
companies for 23 years before 
leaving London, with his family, 
in 1949 to settle in New Zealand. 
Shortly after arrival in Welling- 
ton, he joined Goldberg's as 
production manager, and later 
became an account executive. 


25 Years Director — Let’s Hope It 


Keeps Fine 


For Him 


To mark completion of 25 years of directorship, colleagues of R. G. 
Hervey, chairman and joint managing director of Spottiswoode, Dixon 
& Hunting, entertained him to lunch privately at the Berkeley Hotel, 


Piccadilly, last week. 


Mr. Hervey was congratulated by his co- 


directors on his successful leadership of Spottiswoodes and on his 
services to advertising on the Council of the Institute and elsewhere. 


As a souvenir, Mr. 


. O. Morris, joint managing director of Spottis- 


woodes, presented Mr. Hervey with a gold mounted umbrella suitably 
inscribed. 
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E. E. Beckwith 


Ben W. Van Del has been 
appointed director of advertising 
for Tours World Air Lines’ in- 
ternational operations with head- 
quarters in London. He joined 
the advertising department of 
TWA in Kansas City, coming 
East to New York when the air- 
line moved its traffic and sales 
headquarters in 1949. 

* ~ 7 


T. B. Glynne Williams, sales 
manager, Shaver division, Rem- 
ington Rand Ltd., has gone to 
U.S.A. to study sales promotion 
and publicity methods with the 
parent company. During his 
coast-to-coast tour, Mr. Glynne 
Williams will co-ordinate distri- 
bution of the new Remington 
All-British Dry Shaver. 


* * * 

R. Buckley, publicity manager 
for Kolster-Brandes Ltd., and 
Kent Mouldings, has, in addition, 
been appointed publicity manager 
for Brimar Valves and of the In- 
dustrial Supplies division of 
Standard Telephones and, Cables. 

* * 


Reginald C. Howes is joining 
Illustrated Newspapers Ltd., and 
will be on the advertisement staff 
of Sphere. 

* - * 

James Bone, who has been 
associated with Manchester 
Guardian and Evening News Ltd., 
for nearly 50 years, has resigned 
his seat on the board of directors 
to which he was elected in 1921. 
Mr. Bone was London editor of 
the Manchester Guardian 1912- 
1945, 


* * * 

Paul Padfield, who joined the 
Manchester agency, Bi yard Pub- 
licity Ltd., just over a year ago, 
has been appointed to the Board. 
He was formerly copywriter and 
account executive with Stowe & 
Bowden Ltd. 

* * * 

G. A. Birtill, editor of the 
Chorley Guardian since 1946, 
was recently promoted general 
manager and appointed a director 
of the Chorley Guardian Co.. 
Ltd. 

~*~ ~~ * 

Herbert D. Varley, of Austra- 
lian Consolidated Press, Sydney, 
has arrived in this country to 
become assistant London mana- 
ger. 

* ~~ * 

Walter Graebner, European 


director of Time and Life Inter- 
national, returned on Saturday 
from Marrakesh where he and his 
wife had been staying with Mr. 
Churchill. 


Harry Pease 


January 25, 195! 


V. G. Sherren 


A. W. Burnett Is 
Successor To 


Mander At A.P. 


Mr. A. W. Burnett has been 
appointed advertisement director 
of the Amalgamated Press Ltd., 
and Weldons Ltd. On March 1 
he will as- 
sume control 
of the ad- 
vertisement 
sections of 
all A.P. and 
Weldons 
publications. 


nett’s many 
q wali fica- 
tions for 
this impor- 
tant position 
are the wide 
k no wledge 
and _practi- 
cal experience he has acquired 
over many years of service. 

Like his predecessor, Mr. 
Charles E. Mander, he started 
with A.P. as a junior, and has 
learned the business the hard way. 

On his return after serving ‘a 
the first world war, in which he 
won the D.C.M., he was made an 
outdoor representative. In due 
course he became advertisement 
manager of an important group 
of monthly and weekly 
periodicals. 

(See Mainly Personal, page 160) 


Akerman And 
Crawford Wills 


Bequests to advertising people 
and to N.A.BS. figure in the wills 
of the late Sir William Crawford 
and Mr. J. C. Akerman, both of 
which are announced this week. 

Sir William Crawford left 
£66.910 gross, £61,023 net value. 
(Duty paid £24,468.) To Mr. 
Hubert A. Oughton (chairman, 
W. S. Crawford Ltd.), whom he 
appointed to be governing direc- 
tor, in his place, of High Holborn 
Estates Ltd., he left £100. To 
Miss Florence Sangster (vice- 
chairman, W. S. Crawford Ltd.) 
he left his Rolls Royce car. 

Mr. J. C. Akerman (founder of 
ADVERTISER'S WEEKLY) left 
£298,271 gross, £262,673 net. 
(Duty paid £158,053.) Among 2 
number of charities to which he 
left £500 each were N.A.B.S. and 
the Printers Pension Corporation. 


A. W. Burnett 
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MAGINOT MENTALITY 
Lord Trenchard O.M. 


WOMEN’S FASHIONS FOR WINTER SPORTS 


Anne Rawnsley 


ROARING DOWN TO RIO 
B. L. Jacot 


THE LURE OF OLD SPODE 


Marita Ross 


SHORT STORY 
by Hector Bolitho 


Some typical 
Features from a 
recent issue of :— 


WORLD AFFAIRS - FASHION 
SPORT - MUSIC - TRAVEL 
FILMS - ART - HUMOUR 
THEATRE ~- FICTION 
NATURAL HISTORY 
SCIENCE 


G. LINDLEY SPARKES 
ADVERTISEMENT DIRECTOR 
114 FLEET STREET, LONDON, E.C.4 
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Too Many Dabblers? 


R. Frank Rowlinson will doubtless read with satisfaction 
Mee report of the I.A.M.A. Technical Committee pub- 

lished this week, for it provides a good deal of evidence 
to support his contention, in his letter on January 11, that 
technical advertising suffers from too many dabblers. 

It is a fair inference from the figures quoted that many 
technical advertising managers possess but a limited knowledge 
and experience of advertising, though they may be well enough 
versed, as they should be, in the technicalities of their product. 
The statement that only 53 per cent of those answering the 
questionnaire “have some staff of some sort or another” suggests 
that advertisers are not always prepared to find the cost of an 

‘adequate advertising department. We are told that only 58 per 
Cent of agencies used ‘set themselves out to handle technical 
accounts” and that 26-4 per cent of advertising managers using 
agencies are dissatisfied with the service received. The significance 
of these figures, taken together, will hardly be lost upon Mr. 
Rowlinson and other specialised technical agents who can be 
presumed to share his views. To argue that they may represent 
eause and effect would not be unreasonable. | 

If technical advertising is not always what it ought to be, it 
does not follow that the agency side is necessarily to blame. 
The advertiser may be at fault for employing the wrong kind of 
agency, or, having appointed the right agency, for not making 
the best use of its services. 

There is, of course, plenty of good technical advertising, con- 
ducted by highly competent advertising managers and agencies. 
What everybody, including the I.A.M.A., wants to do, is to 
faise the general standard to that of the best. To this end, the 
feport contains two suggestions worth further consideration. 

One is that an approach be made to the LLP.A. to work out 
a formula to which agencies would have to conform before they 
were allowed to call themselves “technical.” This is probably 
quite impracticable as stated, but the LI.P.A. might well be 
brought into the discussion with a view to reaching some definition 
that would guide technical advertisers in their choice of agencies. 
* Another is that there might be a discussion between the 
1LA.M.A. and technical agents in London on points raised in the 
questionnaire. But why confine the meeting to London agents? 
Some of the most successful technical agencies are to be found in 
the Provinces. Ask Mr. Rowlinson! 


Say Yes Now! 


VERY advertising man in an executive position is by the 
nature of his job an organiser. Often he devotes much of his 
leisure to some form of public service, also in an organising 
capacity. He knows from experience the value of a prompt and 
positive answer to a request for co-operation. 
Early this month, the Advertising Association appealed for 
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600 “foster parents” to provide hospitality and accommodation 
for about 150 young people expected to visit this country for the 
International Advertising Conference as guests of the organisers. 
So far the response has not been great, doubtless because pros- 
pective hosts hesitate to make their plans so far in advance. 
Mr. Sinclair Wood and his colleagues on the Conference Youth 
heme Committee have a big job ahead. It will help them a 


great deal, and free their minds for other items on their agenda, 
if those intending to offer hospitality, and there must be many, 


notify the Advertising Association as early as possible. 


To-morrow’s Topics 


A MOVE is in progress to explore 
the possibility of establishing in 
this country a body equivalent to 
the American Research Founda- 

tion, an organisa- 


RESEARCH: tion which, _ fin- 
NEW BODY 27d by adver- 


tisers and agents, 
1S MOOTED conducts indepen- 
dent researches on 
behalf of its subscribers, operat- 
ing on a non-profit making basis. 
Before any steps can be taken to 
bring into being an organisation 
that would have to be headed by 
a top-rank research officer, and 
would probably cost about 
£10,000 a year, it is a matter of 
common sense to find out whether 
it is wanted, whether the finance 
would be forthcoming, and what 
prospect there is of its services 
being used. The IL.1.P.A. and 
1.8.B.A., both of which are con- 
cerned, are trying to obtain the 
answers to these questions. 
Interests such as big advertisers 
and big newspaper groups, which 
might support and use a Research 
Foundation, will be represented 
at a meeting this month, when 
the subject is to be fully discussed. 
= —-— — 
UNITED STATES appetite for 
Canadian newsprint continues to 
grow. This year’s demand is 
estimated at 6,050,000 tons, com- 


pared with 
ONLY 5,860,000 tons sup- 


plied in 1950. But 
2 PER CENT Mr. R. M. Fowler, 
SHORT! | 


head of the News- 

print Association 
of Canada, estimates that only 
5,920,000 tons can actually be 
supplied, “Is it beyond the in- 
genuity of each American pub- 
lisher to get along with two per 
cent less than he would like to 
have,” he somewhat plaintively 
asks, in an address to New York 
publishers. 

The U.K. received during 1950 
only 28,056 tons of Canadian 
newsprint. 

This year the U.K. will receive 
considerably more, and much of 
it will represent that 2 per cent 
that the U.S. could use but will 
have to do without. For this we 


have to thank the fair-mindedness 
of Canadian suppliers. 
= — 


—_— 

EARLY APPOINTMENT as advertising 
Concert Hall has given Stuart 
Advertising Agency scope for 
side normal agency 

FESTIVAL activity. One has 
CROWDS tion, with the archi- 
tects, of crowd ar- 

be directed up -one or other of 
two staircases from the foyer. 
“Green” and the tickets designed 
to lead people towards the rele- 
one to four red or green stripes 
corresponding to the level to 
It would be interesting to know 
of other such instances in which 


agents for the Royal Festival 
TO GUIDE some services out- 

been the organisa- 
rangements. The audience has «o 
These were labelled “Red” and 
vant one. Each ticket now has 
which the holder would climb. 
advertising skill is being used. 

— _ _ 


ISSUE OF THE first number cf 
Counter News Stockings, 
described as a trade fortnightly 
news sheet for a buying and 

selling stockings, 
THIS HAS has caused a flutter 

in women’s wear 
CAUSED trade journal 
A FLUTTER circles. This _ is 

understandable 
when one reads the introduction 
commending “a new type of trade 
paper.” Explaining that no ad- 
vertising will be carried, the 
writer expresses the view that 
rising costs of production are 
“making advertising’ rates pro- 
hibitive.” But another state- 
ment is even more controversial. 
It is: “We believe that the pre- 
sent day buyer has little time in 
which to read trade papers at all, 
and requires information relating 
to his or her department in a con- 
cise form.” 

It requires no gift of prophecy 
to assert that buyers and others 
will continue to get their informa- 
tion “in concise form,” from 
trade journals that know by ex- 
perience what their readers want 

ROUND TABLE 
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ADVERTISER'S WEEKLY 


GETTING 

THERE 
AT LOW 
COST... 


There are millions of cyclists on the roads of Britain and G. S. Royds, Limited 
knew that a large percentage of them would read about the Mini-Motor when 
that product was advertised in the Sunday Pictorial. 

For the Sunday Pictorial, with an average weekly net sale of 5,165,253 takes 
product-stories into millions of homes all over the country on the best day of 
the week, when reading is leisured and suggestions sink in. 

The Mini-Motor is particularly economical with petrol and actually drives a 
cycle 6 miles for a penny. Likewise, the Sunday Pictorial is particularly 
economical with advertisers’ money. Its square inch per thousand space rate 
works out at only ‘57 of a penny. This is ten per cent less than in 1939. 


Sunday Pictorial 


apes ts os eae eed A 8 \ # ay; es, eee a a RE i Bs ae 
«ea eo A rn aa) ees 5 = - a ‘Gog sm ite. of e: BS - ; es emg 
‘@ JANUARY 25, 1951 : 135 eC 
b on , wees, waver ms 7 
2 wee 3 | pe , A “ 
: ast, gist Your ‘;QTOR 7 
e a we a wi wis fou ‘ gun 
‘ — war . a was ren y f 
: os ae to * ™ 10 be) wre. aw re 
anowlA mr é 7 wv eo ¥ — ee ¥ i , 
. & Jace i a rt ae ; 
' ae el ar 
“put os eee Sie Oe ee 1) \ eet 
fet dots SF ine : oa gure ' a 
. joven’ ee " 7 
a r Ot oe ote 3 7 po en ia 
~ MG ded BS v US * ~ or 2 
5 oe wen reve We pe eet ’ 
: S| SiR gpa e—g \ F 
=e mons ww er th Pa 
o Bre - ” wy. .. h wW vs a | ’ = 
f jorstal boy | K sh és \? a : 
' ¢ i eo 
: ' stabbed = ! es ay py ‘ , ; 
goes | IF Bay / 
Cont mM aatee Dyn ee 
4 he ee Pe Soot Cn Na ee, ' \ iia 
| bs ieee ) ! 
: A ie ES ee aa 
es THEOR!., A d ‘ 
oi H es Gere an parents a | a r 
a syvat course Ae ‘and wr ie * . 2 ee sik ed ee. 
| So Sal ety Oe fer ae “y 
ie yon es = —- ‘ - = ry - ie at 
: | a i, sae .. 
a: eee i Seen : + 
* ‘ ao as gee an ta _ « a pw. ° a * a. “A 
ad PS : ~ i= = - « \ : Bie’ 
te ae -~ ; - 
J at +4 Becid be. ; Me ao 5 \* x | ig 
" _ r tae . Se Ext * \ . ‘ ; . 
ante ses ae * , Pan 
netand ¥ - Ce we : 
a ponte a = ae , - 3 
" are ; ge | ‘s ued = 3 4, AN : Re 
f hae 5 ane oe J aS Zs ~~ “7 ‘ s : % ” 
a ——s Sais Ne > a he 4 \ 1 
; = — -o ee rs PFA 
fis SS: : a=) ’ i 
a ne ere, - ~S "E gail pert / oo ae 
pa : IPS es: 
., ; a” Lt ‘ : ety 
ig e. : —— ‘ BM 
' mtd b> 4 “g / ‘ 2 : a. 
! PS i , Sz 
i ai 
ae 
3 | 
u, ay 
i bi 
% " i 
’ Po 
Fe * 


ADVERTISER'S WEEKLY 


Times — Perpetua — 


And Plantin 


books. 


A COMPARISON IN THREE BOOKS 


LL in one batch this week 
A sine three handsome 
How happy could 


I be with any one of them were 
the other two charmers away! 


But one is set in Times, one 


in 


PRINT REVIEW 
by 


Brian Hilton 


Perpetua and one in Plantin 11 


0, 


and the temptation to make 
comparisons is too strong to be 


resisted. 
My immediate thought on 
Secing the first was that an 


advantage of being an advertising 


ABERYSTWYTH 
ry 


manager is that occasionally one 
has the opportunity of writing a 
beautiful book in the sure know- 
ledge that one’s firm, like the 
old patrons of art and music, 
will provide the money for its 
‘production, and sometimes on 
a scale more lavish than the com- 
mercial publisher could afford. 
So one envies Desmond Eyles, 
advertising chief of Doulton and 
Co. Ltd., who wrote Pottery in 
the Ancient World which has 
been most handsomely published, 
illustrated with colour paintings 


by Gordon Nicoll. It is a 
successor to the booklet pub- 
lished early last year Pottery 


through the Ages, which had an 
encouraging reception. That 
was free, but the new book is 
priced at 7s. 6d., and is more 
than worth it. From the gold 
blocked green cloth covers to the 
smallest half tone photograph 11 
is an example to those who seek 
prestige through print. 

The text jis in Times Roman- 


\ 


~ HEREFORD e 


AND EXPRESS 


HEAD OFFICE: 


ST. MARY STREET, CARDIFF 


Tel. 7000 


176 FLEET STREET, E.C.4 
Tel. Central 1459 


OVER 165,000 DAILY NET SALES 


LONDON OFFICE: 
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ORIGIN OF 


BARGE DAY 


and its successor Septennial Survey 
encwent viedect (the Tyor o@ Town Bridge) ous 


barge, and on landing 


~ Macher) et the Guildhall on N= 


as clear, legible and well- 
mannered as Times always is. 
A safe and sound type, if not 
exciting. The captions, by the 
way, are in Times Bold because 
they are set against tint back- 
ground panels of either half 
lined red or blue, or a solid deep 
cream, and the bold face stands 
up better than the 327. 


* * * 


Next comes Industrial North 
Staffordshire, one of the very 
competent series of books 
produced by Bemrose for 
chambers of commerce, public 
utilities and trading estates up 
and down the country. 

Bemrose set their book in 
Perpetua, 11 pt. on 12, but, 
beautiful though this type is, it 
compares unfavourably with 
Times in large masses on art 
paner. It needs the © slight 
thickening of an antique paper 

In this instance, too. the word 
spacing is far too much—-though 
here and there the compositor 
was faced with the choice of 
wide spacing or breaking long 
words. The picture captions are 
set in Perpetua Bold, which .s 
much more readable in small 
quantities, but would need a lot 
of leading in the mass. 

Some of the headings are in 
Perpetua Bold. some in Gill Bold 


| Condensed and some in an open 


Goudy just for variety 
presumably. 
* * * 
IMPRESSIVE as the Doulton 


pottery book and the Stafford- 
shire book are, the palm for 
typographic design goes, by a 
short head, to the centenary book 
of the Tyne Improvement Com- 
mission, designed and printed by 
Doigs of Newcastle. It was easy 


Palm for typographic design goes 
to the centenary book of the 
Tyne Improvement Commission. 
Above: Pictures are of two 
kinds, ancient and modern. 
Method of decorating the pages 
is logical and jolly. 
Below: Plantin for body matter 
has been blended with Perpetua 
and its italic for headlines—a 
simple but well-matched com- 
. bination. 


to produce a striking cover by 
embossing a coat of arms in full 
colour and the title in gold on a 
fancy cover paper, but the) inside 
pages of the Tyne book were 
laid out by a typographer with 
rare perception. He shows us 
that, after all, Plantin 110 is the 
soundest type for art paper, and 
that in the right size and with the 
right margins it can look really 
distinguishec. 

Plantin for body matter has 
been blended with Perpetua and 
its italic for headlines—a simple 
but well-matched combination. 

The designer has_ permitted 
himself an amusing device. The 
pictures are of two 
ancient and modern. The old 
engravings he has set in panels of 
the palest buff, and the captions 
are in copperplate script. The 
modern photographs on the other 
hand bleed off and their captions 
are in Perpetua italics. A logical 
and jolly method of decorating 
the pages. 

Incidentally, a number. of 
people have written to me lately 
asking for sources of information 
on matching paper and type. 1 
hope Mrs. Beatrice Warde will 
not mind if I refer them to her, 
for she has produced, as publicity 
manager of the Monotype Cor- 


(Continued on page 138) 
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through RETAIL 
TRADER 


FIRST ISSUE FEBRUARY 16—4d FRIDAYS 


$e Magnificent demand for the first issues already exceeds 25,000 weekly. Orders still pouring in. 


THE RETAIL TRADER is the weekly news and features magazine for 
the independent shopkeeper and small trader. It presents a great new 
opportunity for manufacturers and wholesalers to meet customers and 
prospects every week, with the minimum delay and at a page rate of less 
than £1 per thousand copies. Advertisement rates and detail: on request. 


Advertisement Manager : Ronald Wenn 


THE RETAIL TRADER - LINK HOUSE - STORE STREET - LONDON - WCI ~* MUSEUM 9792 
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.. quoted nationally 


Hiroshima aud 


IIS Weeki Munieipel J ous 


- garriss an Hpportant Athy 


—The Municipal Journal and Public Works Engineer—as 
the authority on all matters relating to local government 


The above news stories were among those quoted from the 
The Times, The Manchester Guardian, 
The Scotsman, The Economist, The Daily Mail, The Sunday 
Express, The London Evening News, The London Evening 
Standard, The Birmingham Post, The Liverpool Daily Post, 
The British Medical Journal, and The Western Mail, among 


Journal recently by: 


is the leading publication and most influential medium for 
advertising to the £2,000,000,000 municipal market. 
address further enquiries to Advertisement Director, 3/4 
Clement's Inn, Strand, London, W.C.2. (Holborn 2827). 
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Print Review—continued. 


poration, a series of leaflets 
showing various types on differ- 
ent kinds of paper and printed by 
different processes. This public 
spirited Monotype Corporation 
can be addressed at Redhill, 
Surrey. 
* ~ * 


A TRAVEL BROCHURE with a 
difference is the B.E.A. booklet 
Sunshine Holidays. Breaking 
away from the customary series 
of pictures and itineraries, it 
consists of a series of quotes 
from Miss Rose Macaulay's 
Fabled Shore describing holiday 
centres in Spain and Mediter- 
ranean towns. It is, therefore, 
a book to be read and enjoyed 
apart from its function as propa- 
ganda for B.E.A. The whole is 
enclosed in a delicious cover 
drawn by Edward Bishop. 


* * * 


WHAT HAPPENS to the pictorial 
maps that are produced from 
time to time by advertisers who 
take the big view? Some have 
been good enough to frame, and 
one finds them hung up in hotels 
all over the country. A few are 
tucked into bookcases, only to 
be cleared out at the next spring 
cleaning when the man of the 
house is not there to protect his 
hoard. Others bask in brief 
admiration and are gone. 

Into which category will the 
newest B.P. petrol map fall? It 
is attractive and its prettily illus- 
trated tale will while away the 
idle minutes. But it is of little 
practical use, and charming 
though is it, its life is in danger 
of being as brief as that of the 
mayfly. The area it covers is the 
Shakespeare country—so perhaps 
some may find their way to the 
New World, to be treasured as 
mementos of a famous holiday. 


* * * 


Tue 1951 cycle catalogues have 
rushed out together, three of 
them looking so much like each 
other that the people who 
produce them obviously work ia 
a tight circle. It is true that 
Humber and Raleigh are both 
Raleigh Industries, but one would 
have though that difference of 
approach would stimulate the 
customer's interest. 

On the other hand it must be 
admitted that similar information 
about different makes presented 
in similar style does help the 
customer to compare brands, and 
also simplifies the keeping of 
the catalogues. 

Nevertheless, compared with 
the large post quarto format of 
the Humber, Raleigh and Rudge 
booklets the broadsheet of Robin 
Hood (another Raleigh Industries 
mark) clamoured for attention. 
Clearly, though, the broadsheet 
folded to 94 inches square would 
quickly become dog-eared in a 
drawer or bookshelf. 

It should be possible to com- 
bine design for long life with 
novelty. Why not incorporate 
in the catalogues a section, or 
alternate pages, of road maps, 
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which might pull the booklets off 
the shelves throughout the year. 
Runs may even be big enough to 
justify regional editions. 

* * * 


THe Farmers’ Annual is an 
example of public relations on 
the grand scale. For this well- 
produced 134-page book is pub- 
lished by Massey-Harris, makers 
of agricultural machinery. In a 
series of authoritative articles 
the Annual holds the mirror up 
to the farming industry, and 
although the Company's products 
are strongly featured, particularly 
in colour pictures, the editorial 
approach is quite independent. 
The Annual is supported by 70 


advertisers, and is priced at 
3s. 6d. 
* * * 
A NEW leaflet for Funditor 


composing room saws is interest- 
ing to me mainly on account of 
the excellent printing of silver 
in register with green and black. 
If metallic printing were always 
as good as this I should like to 
see more of it. 
* * * 


A NEW IDEA in calendars. With 
their customary ingenuity Doig 
Brothers, of Newcastle, have 
personalised the calendars they 
sent out for this year by writing 
in the name of the recipient on a 
panel incorporated in the design 
for that purpose. Human nature 
being susceptible to flattery this 
ensures that a high proportion 
will be kept in the office—Doig 
say aS many as 90 per cent. The 
month-to-a-page calendar pad is 
set in large condensed Grot 
figures easily visible across a 
room. 

* * a 


THE Gas COUNCIL issues a 
Steady stream of promotion 
material. Among the latest batch 
is a demy quarto booklet entitled 
Gas and the Modern Inn. It shows 
gas heaters installed in hotels. 
Though there is no price on the 
booklet itself, a publicity hand- 
out says that it is priced at one 
shilling. 

I wonder whether the Gas 
Council, or its constituent 
Boards, ever actually charge a 
shilling for it?) And, if so, what 
the sales are? I should want a 
lot more technical information or 
entertainment for my bob than 
a few pictures of installations 
and a single page at the end on 
how to wash glasses. 

The nationalised gas industry 
apparently wants it all ways. 
Manufacturers of appliances are 
expected to provide it with ex- 
pensive sales literature free of 
charge, and the consumer is ex- 
pected to pay for anything worth 
while the central body produces. 
Or is he? 

* * * 

My APOLOGIES to John 
Trundell and Partners, who | 
described as boat builders when 
reviewing their calendar. They 
are in fact not boat builders but 
publishers of the Ship and Boat 
Builder. 
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+e an important announcement 


Hoe the production of British Day-Glo has had to depend 
upon imported American plosient, and the dollar shortage has 
inevitably imposed restrictions. Dane and Co., manufacturers in 
this country of Day-G/o Fluorescent Inks, have acquired the right to 
manufacture the pigment, together with the rights to export Day-Glo 
to every country in the world except the U.S.A. and Canada. 

Production of the pigment is already under way; more Day-Glo will 


soon be available to meet the tremendous demand created by its 


brilliant success in the field of advertising. 


Day-Glo colours are the brightest in the world—beware of imitations. 
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Giving The Masses What The: 
a Chvistie 


John Bull is giving the masses the latest novels of famous 
authors before publication in book form. It has the knack 
of picking the very best too. Look at the John Bull serials 
that have become “ big sellers”! Appearing now is Agatha 
Christie’s “They Came To Baghdad.” Watch John Bull— 


it’s creating a new standard in weekly journalism! 


WEEKLY NET SALE 
OVER 1,000,000 


A Giant by Any Standard 
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To The Medium 


HE {moment an advertise- 
ment gets into print it is 
in a fierce fight for consumer 
attention—not simply with com- 
peting ads., but with the editorial 
content, skilfully keyed to the 
reader’s interest of the moment. 
What the advertiser is buying— 
or ought to be buying—is not 
space but readership. The way to 
give him value for his money is 
to key the advertising to the 
medium—that is, to its character 
and readers. 

Consider just two groups of 
publications: (a) mass-circulation 
newspapers and (b) the type of 
weekly magazine with a general, 
rather than a specific, reader 
interest. 

Here we have two different 
sets of readership-conditions, and 
it is highly unlikely that identical 
advertising treatments will do the 
best job in both. In dealing with 
either it will be a good idea to 
try to work from first principles, 
if only because rule-of-thumb 
advertising tends to become trite 
and powerless in any setting. 

The best tactical approach is 
to consider separately each of 
the three stages which together 
get an advertisement read. We 
could call them (1) Getting 
Attention; (2) Getting Interest; 
(3) Getting Read. It will have 
to be an extraordinarily good 
advertisement to get through all 
three. Experienced advertisers 
who can check returns from their 
advertisements are very happy to 
get response (which means prob- 
ably all stages) from say 1 per 
cent of a medium’s circulation. 
All readers reading all of an ad- 
vertisement is therefore merely 
a Utopia to aim at. Stage 1 
plus Stage 2 is a very practical 
and useful result to get. Stage 1 
alone—even if the name of the 
advertiser is also noticed—is 
worth very little, but is probably 
about all that most run-of-the- 
mill advertising gets. This is just 
what we want to improve on. 


Getting Attention 


Consider a newspaper advertise- 
ment. It has to work in an 
atmosphere something like a 
street market. Everybody, includ- 
ing the headlines, is shouting. The 
reader might flip over the page 
at any moment. Your first im- 
pulse is to shout louder than any- 
one else—bigger and blacker. Is 
this the only thing you can think 
of? An advertisement is really 


seen first as a pattern of light and 
dark areas, made up of white 
paper, headlines, body type, pic- 
tures. This pattern may not, at 
a glance, have any specific mean- 
ing for the reader. It will simply 
catch his attention and register 
as something pleasing or unpleas- 
ing. If it is not pleasing he has 
finished, if pleasing he is at least 
momentarily stopped—and the 
next stage must try to do its job. 

This question is the backbone 
of visualisation. Briefly, the shap= 
(in addition to being visually 
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Advertising, to give value for 
money, must be keyed to the 
medium, that is, to its character 
and readers. 

Many advertisers seem un- 
conscious that newspapers and 
magazines differ radically. The 
sole consideration seems to be 
to fit an advertisement into so 
many inches of space. 

Mr. Quetton suggests how 
advertisements should be ad- 
apted to the editorial content 
of newspapers and magazines to 
ensure that they get attention, 
arouse interest, and so get read. 


attractive) must have contrast; 
colour (depth of black); simpli- 
city; unity (it must hold together 
without need for a_ border); 
distinction; all of these reconciled 
with the legibility and logical ar- 
rangement that will enable the 
next stages to function. Most 
important, it must be able to 
stand up for itself; not merely on 
the drawing board but on a news- 
paper page. Of course “white 
space” is an important part of 
the pattern, but you don’t neces- 
sarily need a lot of it. Use it 
sparingly, simply and with clear 
intention, or it will completely 
frustrate you. 

Lastly, don’t take all this as a 
signal for meaningless contours. 
If displayed type, for instance, 
is set at an angle, more readers 
may see it but fewer will read it. 
If a picture is meant to convey 
an idea, see that it really does 
that; don’t be led into using a 
style or shape just because it’s 
unusual, unless it is quickly in- 
telligible. Ideas may be simply 


seething in your brain, but unless 
you can get them across to the 
reader with no effort from him, 


How To Key The Advertisement 


you are sunk. Be simple. Be 
conspicuous by being immedi- 
ately visible and interesting. You 
can’t lose. 

In a magazine the problem of 
being conspicuous is not so acute, 
It varies slightly with the size of 
space. A full-page, even when 
facing another advertising page, 
is On no worse than equal terms, 
which is all an enterprising ad- 
vertising man should ask. Edit- 
orial competition is another mat- 
ter; a magazine’s content 1s 
attractive to the reader in a way 
a newspaper doesn’t pretend to 
be; it is also usually absorbing, 
which means that he may resent 
interruption by advertising. This 
is more serious for the smaller 
spaces (i.e. half-page and less) 
than for full-pages, because in 
the job of getting attention there 
is less room to find variety in 
visual stopping-devices. In prin- 
ciple, the same overall require- 
ments as to shape and pattern 
must be borne in mind as for 
newspaper work; in practice, an 
approach to _ attention-getting 
which immediately suggests itself 
is to abandon the conventional 
ideas altogether. Why, for in- 
stance, use “line” or almost-line 
when magazines gives you near- 
perfect halftone printing? Why 
use drawings at all when photo- 
graphs offer greater reality (if 
you need it)? Why not attract 
attention by the inrrinsic interest 
of your subject instead of by 
turning visual cartwheels? Try, 
say, jumping straight into the 
squared-up type of picture- 
arrangements the magazines 
themselves use. If you study 
these magazines you will find 
dozens of different arrangements 
or variations of basic types. 
Their attention-value in maga- 
zine articles is extraordinarily 
high; there is not the slightest 
reason why practically equivalent 
“news” interest can't be got into 
advertising spaces. Even if every 
advertiser on a composite page 
were to adopt the same tech- 
nique, probably the only result 
would be greater attention-value 
for the page as a whole and for 
individual advertisements accord- 


ing to their merits. Incidentally, 
the very idea of using such 
treatments will almost always 


suggest a number of new angles 
in copy-approach. 
Getting Interest 


The reader's attention has been 
caught, and must now 
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By C. G. QUETTON 


“hooked” by presenting an idea 
which will strike a responsive 
note. This is easily the most 
important stage. Without it you 
can have nothing at all worth 
while. Don’t forget: What is to 
be said must be determined, at 
least broadly, before deciding how 
it can be presented; but both 
function as a unit. 

In _ reader-competition, the 
newspapers offer hurried read- 
ing, short life, poor printing; the 
magazines greater leisure, greater 
subject-interest, excellent print- 
ing. Clearly there is advantage 
in two different approaches. For 
example, a piece of household 
equipment might logically be 
dealt with in newspaper-advertis- 
ing in a general way—say in 
terms of performance and econ- 
omy—which would be quick to 
put over, easy to understand, 
appealing to men as well as 
women. In a magazine, the 
same product could be brought 
out in much more detail, showing 
how well it’s made, how it works, 
how easy to clean and so on— 
pictures taking advantage of a 
magazine's good printing and of 
its readers’ close tie-up with 
family life. 


Getting Read 

This is a co-operative job for 
all elements. Whether initial 
reader-interest is so maintained 
that an advertisement is read 
right through depends partly on 
the copy quality and quite im- 
portantly on good layout. Copy 
ought to be able to hold interest 
to the last word; but in the face 
of the competition described, it 
will have no chance of doing 
that unless typography makes it 
easy to take in and understand. 

A great deal of copy is too long, 
and too dull, to sustain interest 
under newspaper conditions. A 
great deal is set too small to get 
any practical readership. A great 
deal of magazine copy is too 
short to be fully effective. It is 
not difficult, for instance, to 
imagine that magazine advertise- 
ments for the imaginary house- 
hold appliance mentioned above 
could profitably incorporate a 
number of pictures with descrip- 
tive captions which between them 
could carry a complete selling 
story and still be reasonably cer- 
tain of high reader-interest. 
When you really have something 
to say, people will willingly read 
it. 
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ewsweek Magazine 


announces 


the opening of its own London office 


at Morris House » 1-5 Jermyn Street S.W.1. 


under the Direction of 
PETER COCKBURN-THORPE . 


Advertisements Manager for Great Britain 


representing 
Newsweek, U.S.A. 


Newsweek European 


Newsweek Pacific 


THE MAGAZINE OF NEWS SIGNIFICANCE 


New York 
Chicago 

St. Louis 
Cleveland 
Philadelphia 
Boston 
Detroit 

San Francisco 
Paris 
London 
Tokyo 
Manila 
Rome 

Cairo 
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THE ENLARGED “TF! 


hat tel a new tlandard 


What the enlarged “Fashions & Fabries” has 
achieved in 1950:- 


3 INCREASED CIRCULATION BY 48% 
3! INCREASED ADVERTISEMENT PAGES BY 16% 
5’ IMPROVED PRESENTATION 
54 WIDER EDITORIAL COVERAGE 
sy MORE AUTHORITATIVE FASHION ARTICLES 


ale 


7,< POWERFUL LEADER ARTICLES 


AY 


7,~SPOTLIGHTING OF SPECIALISED BRANCHES — 
OF THE INDUSTRY 


als 


7,7 A REGULAR FABRICS FEATURE EVERY ISSUE 


Pul “Fashions & Fabrics” first on you 


The National Trade Press Limited - Drury 
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HIONS « FABRICS” 
Plans for 1951 


uy 


: 3 


“FASHIONS AND FABRICS” will continue to develop and, through its fs 
editorial and advertising pages, will reflect in advance the important trends i 
NZ in this highly competitive industry. e 
4 Here 4 but a few of the special numbers planned during the coming | 
12 months. 4g 
tt 
‘ w LONDON AND PARIS FASHION. ‘lar. re 
f ry | 
_ ADVANCE AUTUMN BUYING May. 
: 3% AUTUMN BUYING June. 
f 
BRANDED GOODS lus. 
3 LONDON AND PARIS FASHION S¢pl. 
‘ ADVANCE SPRING BUYING Hel. 


SPRING BUYING \ov. 


As the leading Fashion Trade Journal “ FASHIONS AND FABRICS” is 
aly read by the discriminating Buyers of all Departmental Stores, Madame 
v7 Shops, Retailers, Wholesalers and Makers-up in Great Britain. Here is 
YOUR OPPORTUNITY to place your products before these influential buyers 


PRESS DATE—Sth OF MONTH PRECEDING PUBLICATION 


1951 Trade Press advertising schedule 


ouse - Russell Street - London - W.C.2 
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Make The 


XHIBITIONS willjbe very 

much to the fore in this 

year of festival, and several 
manufacturers who have talked 
to me about their publicity 
problems are, for the first time, 
thinking of using trade fairs 
and general exhibitions at home 
and overseas. 

Some firms, however, are hesi- 
tant to take such a step. Small 
wonder: false moves in_ this 
direction can lead to disastrous 
waste of time and money. 

Now is the right moment to 
consider the snags to be avoided 
in exhibition work and to high- 
light some of the apparently 
small, but nevertheless tremend- 
ously important, points which 


| 
A chain curtain, displaying heavy conveyor chains, on a 2 in. tubular 
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Best Of Your Exhibition Stand 


is limited. So is the amount of 
work each can tackle. Some 
materials are still very scarce, and 
overtime work is expensive. And 
to get the best sites you must 
apply early, although sometimes 
personal selection is impossible. 
In one exhibition, at least, space 
is balloted for. 

Which are the best sites? The 
answer depends to some extent 
upon the kind of goods to be 
presented, but generally, the posi- 
tions central on the ground floor, 
with two or more open sides, are 
the best. 

If there are gallery stairs a site 
at their head is probably equally 
good, Try to avoid space near » 
buffet and anything tucked away 
in a corner of the room. Also 


and wire framework was an arresting feature on this stand designed for 
the Renold & Coventry Chain Company Ltd., by W. M. de Maio, 
M.S.1.A., and P. Harvey at the Mechanical Handling Exhibition last 


make all the difference between 
success and costly failure. 

- Here is my first point: Decide 
early whether or not to book 
space, and, having made up your 
mind, stick to it. 

A vacillating, “on-off” policy 
is one of the most universal causes 
of failure. Like the lady in the 
pre-war advertisement, “you never 
catch up with yerself.” If any- 
thing in the sales promotion 
world needs careful, long term 
planning it is the exhibition stand. 
I say this after many painful ex- 
periences of last minute improv- 
isations. 

It must be remembered that 
the number of stand constructors 


year. 


beware of pillars, however inno- 
cent they may look on the exhi- 
bition plan. 

Not only do the difficulties in- 
volved in construction and posi- 
tion make an early decision on 
the general principle of entering 
an exhibition imperative. You 
need all the time you can get to 
produce good informative litera- 
ture for your stand. 

The importance of this cannot 
be overrated. Production of such 
literature was never a five-minute 
job. To-day, with paper shortage 
and printer’s delays, it really does 
take a very long time. 

Why some exhibitors who 
lavish money on their stand stint 
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This article by ROSALIND BICKNELL is intended 

primarily for manufacturers who are thinking of taking 

part in an exhibition for the first time. But seasoned 

exhibitors, too, may find something new—and valuable— 
in this good, down-to-earth advice. 


on literature I can never under- 
stand. If ever there is a case of 
spoiling the ship for a ha’porth 
of tar, this is it. It is not enough 
merely to have catalogues with 
your trade numbers, indexes and 
so on. The literature must be 
informative, attractive and per- 
suasive. 

In other words, it must continue 
to tell your sales story after the 
exhibition has closed down and 
your sales talk has faded from 
the client's memory. 

For the design and construction 
of the stand, plan as for a military 
operation. For example, be abso- 
lutely sure what space you have 
got before proceeding further. 
“Blueprint” everything. I speak 
from bitter memories of last 
minute chaos at an exhibition in 
Paris, all due to a typist’s error 
in writing “yards” instead of 
“metres.” This little mistake 
caused display material to be 
three feet short! 

It is better to have your stand 
designed professionally. Art and 
science are both involved. Experi- 
ence is needed not only of general 


arch >cture and functional design 
but ulso of availability and use of 
materials. 

All this is highly specialised. 
Your professional designer will 
know the limits within which he 
must work when you brief him as 
to the purpose of the stand. 

Broadly speaking, stands fall 
into one or the other of the 
following categories: Demonstra- 
tion, social, prestige, personality, 
process, and direct selling. Each 
category demands its own tech- 
niques. 


How To Judge 
A Stand 


The only criterion by which a 
stand must be judged is whether 
it is fit for its purpose. By this 
standard the elaborate stands may 
well be a failure. After all, what 
are you in the exhibition for? 
Not, certainly, to show off the in- 
genuity of the stand designer, but 
to sell your goods and services. 

It is pretty cold comfort to you 
if your potential customers spend 
their time admiring the design of 


On the Remington Rand stand—built by Leon Goodman Displays Ltd. 

—at the Business Efficiency Exhibition, office routines of to-day and 

yesterday were contrasted. Furniture and the clothes of the dummies 

were correct for the periods during which various types of office 
machinery were introduced. 


LITHO 
SILK SCREEN 
LETTERPRESS 


A friend indeed in time of need! 


THEN IT IS YOUR PRINTER... 


HAMPDEN PRESS LTD 


107 SOUTHAMPTON ROW, LONDON, W.C.! 


Telephone: 
MUS. 0124-5 
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This small 
selling job. 


stand did a good 


your stand and overlook what it 
shows. At the same time clever. 
eye-catching devices are essential 
for some kinds of stands, notably 
for direct selling stands whoxe 
prime object is to attract’a crowd, 
or for demonstration — stands, 
where an unusual working mode} 
can be very useful. 

Whatever the purpose of your 
exhibit, avoid over-emphasis of 
details—too clever copy, too 
many small pictures, too smart a 
box-of-tricks. The effect of any 
one of these is apt to be over- 
whelming, to divert attention 
from the main part of the exhibit 
and to. attract unprofitable 
crowds. Good taste enters into 
this very much, so restraint is as 
desirable as originality. 

It might be thought that 
machine tools and other engin- 
eering products, which occupy so 
prominent a place in modern ex- 
hibitions at home and overseas, 
give display artists little scope. 
But this is not wholly true. At 
the Barcelona Trade Fair last 
year I saw a good deal of 
machinery—not British I am glad 
to report—which was dirty and 
rusty, with that forlorn appear- 
ance of something casually fched 
out of a forgotten corner of some 
back street scrap warehouse. If 
you are an engineer let your 
machines shine before men. 

But there are almost as many 
special display problems as types 
of merchandise. Chemicals, 
haberdashery, insurance, business 
systems, books — all require 
special treatment. 

Let us assume that by reason 
of lack of money, late entrance 
or sheer bad luck you have only 
managed to get a poorish posi- 
tion—you are in a narrow and 
gloomy gallery, for example (a 
discouraging thought). 

Yet even in these circum- 
stances a lot can be done, a fact 
vividly brought home to me last 
September at the Manchester ex- 
hibition of the Office Appliance 
Trades Association. One account- 
ing machine manufacturer. 
whose site seemed to be badly 
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overshadowed by 
his neighbours and | 
certain architec- 
tural deficiencies in 
the hall, retrieved 
situation by 
setting up a minia- 
ture “help your- 
self” provision 
store. Branded 
goods in all kinds 
of packs made so 
colourful a display 
that it caught the 
eye from the other 
end of the aisle, 
The additional 
and highly practi- 
cal advantage was 
that his machines 
were demonstrated 
_ tested on the 
job. 
The same prin- 
in exhibitions as 
lighting, mirrors, 
panoramic and 
their 


ciples apply 
on the stage: 
perspectives, 
dioramic effects all have 
valuable place. 

But perhaps you have escaped 
the gallery only to find yourself 
near the buffet. What now? 

Well, I recommend high dis- 
plays and some form of railing 
along most of the frontage. Give 
the refreshment seekers a good 
chance of looking at your dis- 
play comfortably without tempt- 
ing them to use the edge of your 
stand for sitting on, leaning on 
or for getting rid of cigarette 
ends and used cups and saucers. 
If your rear wall faces the buffet. 
why not use it for a display of 
posters, photographs, pictures, 
Press cuttings and the like? 


The Materials 

Supply Position 

Materials for stand construc- 
tion have been difficult to come 
by ever since the war, and the 
future bears little promise of im- 
provement. Plastics are going 4 
to be the chief trouble. They 
will get progressively scarcer as 
the demands of the rearmament 
drive mount. Boards should be 
obtainable, but only just. Ply- 
woods should be not so difficult. 
The Board of Trade tell me that 
they control the importation of 
the basic raw materials used in 
stand construction materials but 
that they no longer control their 
production. The result in short- 
ages is the same, especially in 
board supplies. 

The cost of exhibition space 
varies considerably. The B.1.F. 
in London charges 6s. 6d. a sq. 
ft. while in Birmingham the cost 
is Ss. 6d. Ideal Home 
Exhibition is 28s. 6d. a square 
foot. Smaller exhibitions such 
as those of the O.A.T.A. run at 
about 12s. to 15s. according to 
location. It is impossible in this 


) it. — afford to be disappointes 


The question of whether or not your paintings ~ 
are going to remain fresh and brilliant isavery 
important matter because it is natural that you 
will want your work always to do justice to 
your merit as an artist. 
By utee REEVES materials you 

bostiongs deteriorate in the assured om your work, eae 

ties as wi ’ 

time... nor can your clients. —- —~ ttn spec tines 
1766, ensures complete lity. 


REIVES 


Joujous i Colourd ince 1766 e: 


178 Kensington High Street, London, W.8 
13 Charing Cross Road, London, W.C.2 


\ 
0;, %® 


article to make a very accurate 
estimate of what you will have 
to pay for the design. construc- 
tion, erection and maintenance of 
the stand itself. The question is 


(Continued on page 150) 
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... now settled in at our new home 
with increased personnel can now ex- 
tend our present list of accounts and 
invite enquiries from firms requiring 
a complete advertising service. 


Advertising * Printing * Display 
2 GUILFORD PLACE, LONDON, W.C.| 
pensane : HOLborn 6370-8-9 
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Studio Seven 
Limited 


47 RED LION STREET: W°-C:1 
HOLborn 


TELEPHONE: 


9357-8 


17-48 Tooks Court... 


An address for Artists $7 


remember. 


Studio Managers 
Here at Colyer & Southey, you will find 


—wunder one roof—ali the materials and services which 


you need, 
@ Complete range of our 
Boards— 


@ Entire Range Winsor 
& Newtons’ fine colours 
and Brush 

@ Tracing — Detail and 
Cartridge Papers. 

@ Dry Mounting Service. 


supplied by people with a wide experience. 


@ Photographic and 


photostauc deparimen: 

to carry out 
any work, any size, in 
the shortest possible 


ume, 
@ Relieve that headache 
and _ centralise 


cs. 
your 


buying. 
Phone: HOL 6245-6. 


Phone 
 EALing 3626-7. 


- me Nal Studies 
EALING,W.5 


LONDON OFFICE: 
| NEWMAN YARD,wi 


MUSeum O70! 


TEstoabiished 1910 


SILK SCREEN 
PRINTING 
From a Double Crown Poster 
to a 48 Sheet 
Let us quote you! 
CLARKE BROS. 

26 THE GREEN, TWICKENHAM 


PHONE! POPES. KHOVE 5021 
Established nearly 40 years 


The pen must grow out of the artist’s 
hand, taking his direction with the 
obedience of a guardsman and the grace 
of @ premiére danseuse. Once a pen 
expresses its own personality it is 
doomed. It should grow old and tired 
imperceptibly and be discarded reluct- 
amly. it has to be a Gillott — 
every time and all the time. 


King George V 


JOSEPH GILLOTT ANR SONS LTD., 
Victoria Works, Birmingham 1 


London 
28 New Bridge Street, E.C.4 


LITTLEWOOD 


= _ sTudDIOS ——— 
DRAWINGS FOR ADVERTISING FIGURE 
& STILL-LIFE - CUT-OUT DISPLAYS - SILK 
SCREEN PRINTING - LETTERING & 

SHOWCARDS. 
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Help For The Retailer 


5 lad make the retailer's life 
easier, the Miles Martin 
Pen Co. asked W. M. de Majo, 
M.S.LA., to design a counter 
cabinet, and the result is illus- 
trated here. 

The front, of bleached syca- 
more, walnut and Perspex, 
carries a complete range of Biro 
products. The Perspex partition 
can be easily removed to make 
room for special promotional 
displays of one article at a time, 
with a poster-type panel slipped 
in against the permanent syca- 
more background. The pen dis- 
play is lit by strip lighting. 

At the back are walnut 
veneered drawers and doors with 
nameplates to show the retailer 
the contents. 

* * * 
NEW series of showcards, 
for use by retailers through- 
out the country, has been de- 
signed by Gee Advertising Ltd. 
for Healthguard Knitwear Ltd. 
The cards will feature the full 
range of Bealthguard germente. 


MA its appearance once 
again in ironmongers, hard- 


IS Trinity St., Huddersfield Phone 5555 


ware dealers and stores is the 
Rawiplug Durofix “Quikserv” 
cabinet. This is a patented col- 
lapsible container manufactured 
by E. S. & A. Robinson Ltd. into 
which transparent windows are 


inserted to reveal the contents. 
Apertures allow the contents to 
be withdrawn for sale as required. 
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Silk Screen Forum 


tions for Peter Mytton- 
Davies, these two have 
been selected for publication: 


Question 

We are advertising agents and 
contemplate advising a client to 
use silk screen half-tones as the 
run is very short. Some of the 
screen half-tones we have seen 
have very bad “screen crash.” To 
avoid “moire” what angle should 
We tell the firm making the half- 
tone positive to incline the rulings 
of the process screen when they 
photograph the original? 
Answer 

The usual angle between the 
rulings of the half-tone screen 
and the threads of thrown silk 
should be 30 degrees. Your 
screen printer will most probably 
mount his silk with the thrown 
threads parallel to the sides of 
his frame, indeed he should do 
so. We do not know the angle at 
which your half-tone is to appear 
in relation to the margins of your 


Fre. the month’s ques- 


design, but would remind you 
that if your picture is to appear 
tilted, either the angle of this tilt 
must be added to the 30 degrees 
already mentioned or the screen 
printer will require to adjust the 
registration guides on his table 
so as to screen the actual job at 
what ever angle may be required 
to allow for the slant at which 
the picture is to appear. 


Question 

When printing a photo-stenc:l 
for how long should we expose 
number 1045 paper which has 
been sensitised for two minutes 
in a 4 per cent solution of potas- 
sium bichromate at about 65 
degrees F.? We use a number } 
Photoflood lamp in a standard 
type reflector. Also how far away 
should this be? 


Answer 

If you are using photo process 
plate positives, under normal con- 
ditions expose for 12 minutes. 
For this time the distance should 
be 14 in. 


B.R. DISPLAY 


IS AIMED AT 


FOOTBALL FANS 


Based on the belief that most 
football supporters will stop to 
examine a figure dressed in their 
club’s colours, this football 
excursion display unit has been 
designed by the public relations 
and publicity officer, North 
Eastern Region, British Railways, 
for use in inquiry office windows 
within the region. 

Where there is more than one 
club of the same code in a town 
(ie. Bradford, Huddersfield, 
York, Hull) the foreground figure 
is changed to give the correct 


colours of the team travelling to 
play an “away” match. 


On Show At Cook’s 


7 eae 
fattn "si Th Soran 


Designed to celebrate the 30th anniversary of Qantas Empire Airways 

(Australian associate of B.O.A.C.), this display in Thomas Cook's, 

Berkeley Street, W., shows the two main air routes to Australia. It 
was created and produced by Leon Goodman Displays Ltd. 


MONOTY PE* 


SUPER casters 


are at work in scores of 
printing offices producing 
eye-catching display types 
from hired matrices, strip 
tules and borders, spacing 
material, block - mounting 
material, TWO-PIECE TYPE- 
HIGH FOUNDRY FURNITURE 


Send for a copy of our two- 
colour visualization card 
“93 FACES” 


THE MONOTYPE 
3 CORPORATION 
= LTD., 55-56 Lincolns 
~ Inn Fields, London, 
W.C.2. Head Office 
and Works: Salfords, 
near Redhill, Surrey 


ARTISTS AND 


STUDIO 
Valepbone: 


PHOTOGRAPHERS 


BRIGGS: 
MUdeum B40 


22 CHENIES STREET-W-C°l 


we 


DISPLAYS 195) 
EXHIBITION STANDS cFOR FOLDING 


MERCURY ||} 88th 


DISPLAYS LTD. ON & WATTS LTD. 
VAUXHALL BRIDGE ROAD VOWS, Sern ST, \OKDOR C2 
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CAMBRIDGESHIRE TIMES 


GROUP 


65,123 


TIMES BUILDINGS, MARCH 
Tele : 2368 (2 lines) 
London Representative : 
MR. W. H. WALMSLEY, 69, FLEET STREET 
Tele : Central 9353 


July—Dec. 1950 
A.B.C. Figures 


Copies 
Weekly 


COMMERCIAL AID PRINTING SERVICE 


Offer the complete 
Varityping Service 


Setting for Photo Litho. 

Direct Plate Setting for Multilith and Rotaprint users. 
Lithographic Duplicating. 

Photo Litho Printing. 


Equipped to execute all stages of | prepared to undertake any phase 
Varityper, Lithographic Printing of the process for firms with their 
and Duplicating, we are, however, | own equipment. 


3 RATHBONE ST., W.I MUS. 0653, 4103 


If you wish to approach poultry owners of 
every description — use 


THE BEST MEDIUM FOR REACHING THE ENTIRE INDUSTRY 
Published Weekly 


MAKE A NOTE OF IT NOW! 
2 BREAMS BUILDINGS, E.C.4. "Phone : HOLborn 5708 


87/93 LAMBS CONDUIT ST., W.C.1 


Directors : 
George Miall, Arthur Lambert, Percy Millward — 


House to House distribution of 
circulars etc. by men under efficient 
supervision. Envelope Addressing, 
Folding, Enclosing, etc. Sandwich 
Boardmen. Street Paper selling. 


“e 
Priestiey 


FOR DISPLAY & SCREEN PRINTING 
LONDON TEL: TRA 4277 
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MAKE THE BEST OF YOUR 


EXHIBITION STAND 


how much you want to spend? 
It can be anything from £250 to 
£2,500 or more. The small ex- 
hibitor with a limited budget 
could get a presentable small 
prestige stand from the first of 
these figures. 

Now I come to one of the 
most important problems—staff- 
ing. 

First class representation alone 
will help you to get value for the 
money expended on the stand. 
To cut down on this is the falsest 
of false economies. 

Employ some bedraggled girl 
at a pittance or a young man let 
out of the office merely because 
he is the most easily spared, and 
you court disaster. 

Equally, avoid the smart young 
people of the “take it or leave 
it” manners who always seem to 
emerge from goodness knows 
where at exhibitions. 

There was a young man on a 
stand at the B.I.F. last year who 
was so immersed in a detective 
novel that he failed to notice 
that H.M. the Queen was exam- 
ining the exhibit. Her Majesty 
stood for two minutes before 
anyone spoke to her. 

It is absolutely essential to 
choose the right type of person, 
male or female. He must be 
dressed in an appropriate man- 
ner, polite of course, personable, 
persuasive and knowledgeable 
about the goods or services on 
offer. Such people are not cheap, 
but they are worth their money. 
A linguist on the stand is 
obviously desirable in exhibitions 
attracting overseas buyers. 

However good your stand and 
however skilled your staff, it is 
the Press, both national and trade, 
which will give your exhibits a 
wider public. 

_ Some time during the exhibi- 
tion an opportunity will arise of 
talking to a feature writer or a 
reporter from one or other of the 
magazines or papers. These 
people are after a story, and it is 
up to you to give them one if you 


value (and who does not?) 
editorial publicity. 
What do they want? What is 


a story? 
It is certainly no use thrusting 


(Continued from page 147) 


into the journalist's hands a cata- 
logue, a price list or some more 
or less informative leaflet without 
more colourful and “newsy” 
material—an account of some 
noteworthy customer who has 
come, let us suppose, from a 
South Sea Island, or details of a 
unique production or export 
achievement. 

Best of all seek out a Press 
representative and make him your 
friend by giving him an “exclu- 
sive” story. If you can give him 
exclusively the picture of your 
South Sea Island visitor, com- 
plete with his native dress, you 
have gone a long way to giving 
yourself some publicity which 
your advertising appropriation 
could never buy. 


Where Is 
The Pressman? 


How, you may ask, is the Press 
representative found? After all 
he may never of his own volition 
get around to your exhibit. This 
is where the exhibition’s Press 
officer can be a valuable ally. 

All the important exhibitions 
and fairs set up a Press office 
where in one way or another 
Press representatives can be 
contacted. The B.1.F. goes in for 
the dissemination of news items 
and pictures in a big way and the 
staff of Press officers are always 
willing to do their best to get 
you “cover.” 

But it must always be remem- 
bered that the story must come 
from you and it is worth while 
going to a lot of trouble to think 
up a good one. In any case, let the 
Press office have news items and 
photographs about your product 
in advance of the openingrof the 
exhibition, and as many new 
ones as possible during the course 
of it. The B.LF. Press officers 
are looking for stories months 
ahead. 

It is often well worth a 
story, and to do this some ex- 
hibitors like to get a film star or 
other celebrity on their stand at 
some stage. But it should be 
remembered that the object of 
your stand is to sell your goods 
and not primarily to give a cele- 
brity free publicity. 


we membership restricted 
Y to competent practising 
artists in fine and commercial 
art, the Graphic Arts Group has 
been founded by artist-designer 
Robert A. Willis, F.R.S.A., for 
| the purpose of showing the pub- 
| lic something of the scope and 
importance of the modern artist's 
work. 

It is planned to hold exhibi- 


Taking Art To The People 


tions of members’ work in public 
houses, canteens, libraries and 
church halls in London and the 
Home Counties. The first ex- 
hibition was held recently in a 
London public house and ran for 
two weeks. 

The Group has no president 
or selection committee, choosing 
rather to rely on the good judg- 
ment of exhibitors. 
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on bookstalls 


in bookshops 


everywhere 


you will always find the 


printed product of the 


LINOTYPE 


The fertile Field 


If your products or services will benefit country 

dwellers and country lovers, say so in “The 

Field.” You will be well rewarded. “The 

Field” readers don’t “skim the headlines.” It 

3 is read carefully and with deep interest, for it 

speaks with authority on all rural subjects and activities. 

Advertisements cannot fail to be fruitful when placed in such 

congenial surroundings. And “The Field" readership has 
increased by over 100% since the war. 


Gp, 


ADVERTISING MANAGER: A. NELSON ALLEN, 
8 Stratton Street, London, W.| ~* Telephone: Grosvenor 3592 
MEMBER OF THE A.B.C. 
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rant 
Read daily in 170,000 houses-—first thing in the 
morning an¢ again in the evening. 
That's the way Dutch folk read De Volkskrant, the 
favourite family newspaper of Catholic Holland. 


de Volkskrant 


N.Z. Voorburgwal 345, Amsterdam-C. 
Tel. 64633 - 40739 - 42793 
Cables: Volkskrant Amsterdam 


An independent readership survey can be 
obtained free on request from: 


Will Kitchen, Jr., 131 Fleet Street, London, 
E.C. 4. Teleph. CENTRAL 1960, 3133, 3754. 


reaching the newsagency and 
allied trades. A glance at any 

issue of the NN will give you 

an insight into the high standard 

of editorial . . . up-to-minute 

news and information articles 

which are keenly followed by 

newsagents, stationers and book- 

sellers, in a readership ratio of 

ie i one in every two of these 
Send for t A trades. Reserve your space now 


Advertisement Rate Folder oi a a ee ee - 


“| FIGURES GUARANTEED 
BY ABC) 


THE INDEPENDENT JOURNAL 


NATIONAL NEWSAGENT, 
BOOKSELLER, STATIONER 


107 FLEET ST., LONDON, E.C.4. Phone: CITY 2604 (4 lines) 
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_ which will put your ad- 
_ vertisement 
_ least 120,000 (reckoning 
_ four readers ,;per copy) 


_ phone for your copy now. 


ADVERTISER'S WEEKLY 


The Royal Air Force 
Review is read from 
cover to cover on every 
Station and Unit in 
Great Britain and in 
every country overseas 
where British airmen 
serve. 

Here is a medium 
with a 30,000 circulation 


before at 


well-paid men and 
women of The Royal 
Air Force. 

Rates and specimen 
copy sent on request — 


30,000 COPIES MONTHLY 
Printed throughout in 
Photogravure 


THE ROYAL AIR FORCE 


REVIEW 


The Journal of the Royal Air Force 
180 FLEET STREET, LONDON, E.C.4 
Telephone : CHAncery 8844 (15 lines) 
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Thirty Essential ‘Jobs 
For Advertising When 
Product Is Oversold 


HE role of advertising in an 

“oversold” market—i.e. a 
market in which manufacturers 
are no longer able to satisfy 
demand—is again engaging the 
attention of advertisers and agents 
in the United States, where, even 
before the Korean outbreak, the 
change-over to a partial war 
economy was beginning to take 
place. 

Inasmuch as an “oversold” 
market already exists in Britain 
for a number of commodities and 
may well develop for others, 
much interest attaches to 
“Advertiser's Guide to a Sellers’ 
Market,” a 60-page feature pub- 
lished in Printers’ Ink, New York. 

A survey made by the “editorial 
task force” responsible for the 
report found that, while some 8 
per cent of U.S. advertisers had 
made “shifts in advertising 
strategy,” there had been no 
curtailment of advertising. 
Advertisers also felt that, even if 
a real war flared up, advertising 
would still play an important 
role. “Americans would still 
have to be fed, clothed, housed, 
coaxed into working harder, 
taught to save and do the 
hundred other things necessary 
to survival in war.” 


Verdict Of Marketing 
Opinion Jury 


The views of a number of 
advertising executives and of 
members of the PJ. Jury of 
Marketing Opinion are sum- 
marised in the following list of 
“Thirty essential jobs for adver- 
tising when the product is over- 
sold.” After making a few 
obvious allowances, they will 
prove of equal value here. 

1. Ensure consumer goodwill 
and acceptance of brand name 
and products when a_ buyers’ 
market returns. 

2. Keep geared up so as to be 
ready for a sudden buyers’ 
market. 

3. Build up quality values of 
a product as a hedge against 
future price competit’on. 

4. Protect financial value of 
goodwill purchased by large 
investments in advertising in the 
past. 

5. Speed up a trend that can 
be taken advantage of in normal 
times. 

6. Create acceptance of com- 
pany as public-spirited, friendly. 
sound. etc., through institutional 
advertising. 

7. Maintain dealer relations 
when product flow becomes 4 
trickle and salesman contacts are 
reduced. 

8. Maintain good relations with 
a large number of small custo- 


mers when forced to cater to fewer 
large customers. 

9. Keep a promise of adver- 
tising support made to dealers 
before the product became over- 
sold. 

10. Create consumer desire for 
a product purchased by whole- 


Owing to shortages of some 
raw materials, and the demands 
of re-armament, a situation is 
developing in this country in 
which manufacturers of some 
products will be unable to 
satisfy demand. 

In U.S.A., the implications 
of a similar situation have been 
faced. These points on the 
essential role of advertising in 
a partial war economy apply 
with equal force to advertising 
in Great Britain. 


salers and retailers in larger than 
normal quantities. 

11. Locate and sign up new and 
better dealers. 

12. Take on assignments that 
are usually lost in the rush for 
immediate sales—such as illus- 
ae the completeness of the 
ine. 

13. Experiment with a new 
item and test its future possi- 
bilities. 

14. Establish a brand economi- 
cally when competitors and other 
advertisers are off the market. 


15. Explain shortages to 
dealers and consumers. 
16. Tell how substitute 


materials are proving out, paving 
the way for their acceptance on a 
permanent basis. 

17. Spread the news of new 
industry inventions. 

18. Ward off comovetition from 
new sources, including other 
industries, at a time when con- 
sumers have money to spend but 
cannot spend jt on your product. 

19. Show customers how to get 
longer life out of your products. 

20. Take advantage of the close 
reading that advertising gets at 
a time when people have more 
money and less to spend it on. 

21. Hold, and if possible better, 
space and time advantages. 

22. Locate customers and 
markets with high priority ratings. 

23. Show manufacturers how 
to make more efficient use of 
present plant. equipment, 
materials, and labour. 

24. Show consumers, the trade, 
and manufacturers how to cut 
waste. E 

25. Maintain contacts with 
executives in plants that are in 
restricted areas where salesmen 
cannot sell. 

26. Contact revlacement per- 
sonnel during a time of crisis 
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Attractive Market for British Goods 


Palais du Centenaire, 

where the Brussels — 

Internationa] Trade 

Fair celebrates ite 

Sitver Jubiiee this _ 

year from Aprii 2i— ‘ 
May 6 
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LE SOIR . 


THE NATIONAL PAPER OF BELGIUM 
CIRCULATION oe 


uySQR 


A MOST ATTRACTIVE 
ILLUSTRATED WEEKLY © 


SPECIAL ISSUE OF LE SOIR 
FOR THE BELGIAN CONGO 


FOR RATES AND INFORMATION APPLY TO THE SOLE BRITISH AGENT 


1.R.A.M.-154 STRAND Lonpon w.c.2 


TEL.: TEMPLE BAR 3272 


DE SCHUTTER 
BELGIUM’S LEADING AND LARGEST ENGRAVERS 


....offer a direct, speedy and punctual allround engraving service to British advertisers. 


This service includes Line, Tone and Colour as well as 
Electrotypes and Stereotypes, Newspaper Mats and Embossing Dies. 
De Schutter quality of workmanship is outstanding. 
The name of De Schutter throughout the Continent is the standard 
by which modern engraving is judged. 
Your enquiry will receive prompt attention from 


PHOTOGR AVURE 


17, rue Seutin - Brussels or 
21, rue Venus - Antwerp, 


BELGIUM 
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ADVERTISER'S WEEKLY—Belgium Supplement 


What every British Advertiser should know. 


— Ai first class medium — 


with four editions daily from 
10 to 24 pages 


Circulation to all classes in the 
flemish country 
is. 


Daily Circulation 
158.000 


Write for further particulars and specimen copies to 
the Advertising Department 


GAZET VAN ANTWERPEN _ - 


46 NATIONALE STRAAT, ANTWERP, BELGIUM. — _ TEL. 32.79.50 (10 lines). 
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Sole representatives in Britain: ALBERT MILHADO & CO.. LTD.. 140, Cromwell Rd., S.W.7. Tel. WEStern 3127 (5 lines). 
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M. MEURICE, Belgian Minister 
of Foreign Trade, says 


THERE ARE NOW 


PROSPECTS FOR 
INCREASED SALES 


HE initiative of ADVERTISER’S WEEKLY in producing 

another special Supplement on Belgium and Anglo- 

Belgian trade will, I am sure, be greatly appreciated 
in business circles and by all those to whom Britain will 
always be a friend in times both good and bad. 

The important role that Great Britain has played in 
world history has always been inspired by principles as high 
as those held by the smaller nations such as ours. The 
firm desire for peace and freedom which has always been 
the chief sentiment of British politics is also the fundamental 
aim of Belgium. These feelings have strengthened the 
traditional Anglo-Belgian friendship. 

But that does not prohibit us from recognising our mutual 
problems and seeking solutions to the differences which may 
rise between us. No use pretending that, since the end of 
hostilities, the trade relations between Britain and Belgium 
have had their difficult moments. 

Happily, in July, 1950, came an event of good fortune in 


=e 


’. Belgium is an attractive market 
of undoubted possibilities 


by W. R. DUFF TORRANCE, 


President, British Ch 


HAPPY 


the economic relationship between the two countries. Thanks 
to the European payments plan, Belgium has been able to 
profit from British recovery measures. We are now able to 
make up ground lost through circumstances outside our 
control and take full advantage of new sales possibilities 
offered us. 

The granting of the “Open General Licence” to Belgium 
will doubtless result in an adjustment of the Anglo-Belgian 
balance of trade which, during the first quarter of 1950, was 
so unfavourable for us. We may still have to wait a few 
months for official statistics to show the influence of this new 
state of affairs on our business with the sterling zone. 

Even should new difficulties arise in the months to come, 
we shall overcome them in the same spirit of absolute fair 
play that we have followed hitherto. It is our wish to maintain 
the striking example of two neighbourly countries, perhaps 
with slightly different outlooks, but nevertheless with long- 
standing relationship based on mutual sympathy and respect. 


berZof C ce in Belgium (Inc.) 


NCE again I welcome the 
opportunity of sending a 
message to the readers of 

ADVERTISER'S WEEKLY on the 

subject of Anglo-Belgiat trade. 

This is my pet subject, as it is 
for the development of trade 
between Great Britain and 
Belgium that the British Cham- 
ber of Commerce exists. It is 
on the information obtained 
from many quarters that manu- 
facturers and merchants base 
their sales policies, and the more 
informed views they receive the 
better are they able to come to 
profitable decisions. 

In these present times trading 
conditions are subject to rapid 
and sometimes severe changes, 
and traders have to follow these 


changes very closely and adapt 
their policies accordingly. Thus, 
adaptability and the power to 
take quick decisions are more 
than ever the atiributes of the 
successful trader. 

The “Open General Licence” 
applicable to an increasing pro- 
portion of goods entering the 
United Kingdom from Belgium 
has been one of the main features 
of trading between the two coun- 
tries and has given to Belgian in- 
dustry a better opportunity of 
obtaining a greater share of 4 
valuable and traditional market. 
There is no doubt that this greater 
liberty and facility of entering the 
British market have done very 
much to clear the trading atmos- 
phere. 

The agreements made under the 
European Payments Union plan 


have had much to do with this 
greater freedom of commerce. 
But that plan in turn depends on 
the ability and energy of he 
manufacturers and merchants of 
the participating countries to 
make it workable. The fact that 
British exports to Belgium during 
the past year have been so large 
is clear proof that manufacturers 
and exporters have done their bit, 
and deserve a tribute for their 
perseverence and the driving force 
of their sales campaigns. 
Despite limitations on the 


* amount of goods available for the 


Belgian market, the fact remains 
that we have established ourselves 
once again remarkably well on 
this market and this in the face 
of growing competition. To 
achieve this result, a great effort 
has been necessary and it is now 


essential that we should not only 
maintain this effort but, if pos- 
sible, increase it so as not to lose 
the foothold we have gained. 

I well realise that top priority 
has now to be given to the 
defence programme and the dol- 
lar markets and that in certain 
cases exports to other markets 
must suffer. It would, however, 
be unfortunate if much of the 
ground gained on the Belgian 
market at the expense of great 
effort, had to be lost to other 
competitors and the only answer 
to this that I can see is greater 
production on the part of the 
British manufacturer. The policy 
of directing exports may be an 
essential evil of these troubled 
times, but those in authority 
should give every consideration 

(Continued on page 4) 
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Free imports policy has built 
a healthy economic 
structure in post-war Belgium 


by BARON J. CH. SNOY ET D’OPPUERS, 


Secretary General, Ministry of Economic Affairs 


ELGIUM'S rapid post 
Be recovery, has been the 
result of a policy of cau- 
tious state intervention coupled 
with reliance on the spontaneous 
efforts of private enterprise. 
June 1946, the Belgian Govern- 
ment introduced a system of free 
import for an important section 
of goods and materials. The 
policy of liberal imports created 
an easy supply situation on the 
_ market and satisfied the needs of 
consumers who had _ been 
_ deprived during the war of many 
necessities. In this way impetus 
was given to production. At the 
same time the rapid withdrawal 
_ of state controls gave full oppor- 
tunity to free initiative in new 
channels of trade and manu- 
' facture. 
At the safne time, Belgian 
economic policy was developed 
in favour of European integra- 
tion. The experience of the pre- 
war crisis had clearly shown that 
free competition was essential to 
economic progress. 


First Experiment 
Of Integration 


The undertaking to build up 
the Benelux Economic Union 
with a market of eighteen million 
people was the first experiment 
of integration pursued by the 
Belgian Government with _ its 
Luxembourg and Netherlands 
partners. The results already 
achieved in that field are 
extremely important, and very 
little remains to be done to 
cement the institution of the 
Benelux market. 

In a parallel way Belgium 
inaugurated an active policy of 
European economic co-operation. 
This effort was helped by the 
constitution of O.E.E.C. and 
E.C.A., and through the generous 
help of the Marshall Plan. It 
is well known that Belgium 
placed more than 485 million 
dollars at the disposal of her 
partners in O.E.E.C. during the 
first two years of Marshall Aid. 

Belgian policy at the Havana 
conference and G.A.T.T., for the 
study of the European Customs 
Union, for the Schuman Plan, 
and for all similar international 
undertakings, has always en- 
visaged the enlargement of 
European markets. 

By January 1950, Belgian 
economy had been re-shaped 
with the curbing of the retail 
price index, the wholesale price 


The Benelux Economic Union provides a market of 


8,000,000 people. 


Belgium’s policy has always envisaged the enlarge- 
ment of European markets. 


There has been since the end of the war a consider- 
able improvement in real wages. 


Production increases have kept pace with this trend. 


Recent effects of re-armament on economic structure 
® have been successfully countered. 


index and global monetary stock 
—all were practically at pre-war 
level. The wage index, however, 
was at little more than 10 per 
cent. This meant a considerable 
improvement in real wages. 

The fundamental improvement 
of social conditions had to be 
consolidated by increased produc- 
tion, and this was reflected by 
the 113 per cent index of indus- 
trial production. 

One of the difficulties of 
Belgian economy at that period 
was the high number of unem- 
ployed. The problem was the 
creation of new fields of 
production. 

By this time controls had dis- 
appeared. Rationing, _price- 
fixing and Governmental subsi- 
dies had also practically ended. 

1950 confronted Belgium with 
a new problem: the necessity of 
adopting an armament policy. 
The Government took the 
decision to double immediately 
the proportion of national 
income devoted to _ national 
defence. This effort has to be 
further increased this year. 

At the same time, the evolution 
on the world market, the increase 
in prices and shortages of certain 
raw materials have had the 
immediate effect of deteriorating 
the barter terms of trade. The 
commercial deficit of Belgian 
trade balance increased from 500 
million francs in July 1950 ‘o 
3,500 million francs in Septem- 
ber. This had an immediate 
repercussion on the central banks’ 
gold and foreign exchange hold- 
ings. At the same time the 
wholesale prices index increased 
from 365 in June to 417 in 
September, and the retail price 
index increased from 368 in June 
to 395 in October. 

This reaction had to be con- 
sidered very serivusly by the 


Belgian Government and various 
measures have been taken to 
reduce prices. 

index of 


In November the 


retail prices had decreased to 388; 
simultaneous measures in the 
financial field reduced inflation- 
ary pressure. 

Industrial’ production has in- 
creased considerably. The index 
in October reached 132-6, and the 
trade balance for November 
showed a moderate deficit of 
7,576,000,000 francs. This was 
the result of a marked expansion 
of exports. 

The present Belgian economic 
situation is healthy. Recent 
effects of the armament policy 
on the economic structure has 
been met with elasticity. How- 
ever, Belgian economy has always 
to be considered as part of 
European economy, and all 
international developments have 
an immediate and direct effect 
on its behaviour, 


Peeeeeseseseeseneereesese 


to the problem of enabling 
British goods to maintain and, 
if possible, to increase their sales 
on those markets where they are 
already established. 

The task we have before us is 
to maintain a regular supply of 
all those lines of goods which 
have, as a result of much careful 
planning, been established on the 
Belgian market and despite all the 
priorities, to assure the customer 
that he will receive, if not all he 
wants, at least a good portion. 
We do not want to hear the dis- 
couraging and disappointing argu- 
ment: “What is the use of taking 
British goods into stock if we can 
only hope to obtain spasmodic 
deliveries according to the finan- 
cial moods of Britain?” 

It has been shown time and 
again that what the foreign 
buyer wants is a well established 
British product and a guaranteed 
supply of a guaranteed article. 
Given these conditions, he will 
invest his money in our goods 
and embark on the necessary 
sales campaign. But failing the 
t2quired confidence in the deliver 
Position, he will tend to look 
elsewhere for satisfaction. 

On the Belgian market at the 
present time, I think the variety 
and quality of British goods which 
are on sale are most encouraging. 
No doubt in some cases we have 
not yet been able to adapt our- 


An attractive market 


(Continued from page 3) 


selves to the requirements of our 
Belgian customers, but there is 
every indication that in general 
the Belgian importers are receiv- 
ing better deliveries and there is 
a better understanding of their 
requirements on the part of 
British suppliers, 


Keep Your Eye On 
These Possibilities 


I should like to urge British 
exporters to turn their eyes and 
to keep them for some time on 
this attractive market and if they 
are not already taking a share in 
it, to go over and see for them- 
selves the undoubted possibilities 
which exist. They will find an 
atmosphere of cordiality and a 
race of businessmen who are not 
frightened to take a chance on a 
new article. Belgium is a coun- 
try where commercial liberty is 
highly valued and where the in- 
troduction of new types of goods 
and new methods is always given 
a fair chance. 

Our Chamber of Commerce, 
whose function it is to foster 
British exports to Belgium, is at 
the disposal of all those who are 
seeking to find an outlet on this 
market and we endeavour through 
our experience and long estab- 
lished connections here to assist 
in increasing the flow of British 
goods to Belgium. 
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is 8,400,000. How is the 

purchasing power repre- 
sented by these millions made 
up, and how can_ Belgian 
economy be analysed? 

A country with such a dense 
population, but with frugal 
natural resources, is bound to 
base jts economy mainly on the 
conversion of imported raw 
materials into finished, or semi- 
finished, products for export. 
Hence, up to the second world 
war, Belgium was a land of 
modest incomes and low prices. 
Her balance of trade was always 
adverse—imports at all times 
exceeded exports. 

The war changed many aspects 
of the Belgian economic problem. 
But despite great material damage 
and losses, the industrial 
structure of the country survived 
the ordeal without fundamental 
harm. ; 

Since the war, two main 
economic objectives have been 
aimed at: 

To stabilise currency at its 
root by a sterilisation, perma- 
nent or temporary, of excessive 
purchasing power; and 

Before embarking on large- 
scale programmes of recon- 
struction and development, to 
feed the economic machine ‘o 
capacity in order to stock up 
the market. 

The Belgian “miracle” was 
neither more nor less than the 
carrying out of these two key 
objectives. It was a gamble. 
Belgium, with her traditionally 
low individual purchasing power, 
was aiming at a new high stan- 
dard of living, and in a country 
where manpower predominates, 
that means a system of high 
wages. ; 

The two significant steps in this 
policy were those regulating the 
choice of valve of the Belgian 
franc and the evolution of wage 
rates. 

From October, 1944, Belgium 
refused to devalue her currency 
more than 20 per cent in relation 
to sterling and 33 per cent in 
relation to the dollar. She held 
rigorously to these values, and, 
at times, the franc was decidedly 
strong. In September, 1949, 
when most currencies dropped by 
30 per cent, the Belgian franc 
only depreciated 124 per cent. 

Meanwhile, wages continued 0 
rise. Starting from 160 per cent 
of the pre-war level at the end 
of 1944, wages rose gradually to 
an index of 405, where they stand 
to-day. 

This index of 405 should 
naturally be regarded in the lig't 
of the retail price index which, 
at present, is round about 390, 


Ts population of Belgium 


by M. MASOIN 


Economic Adviser to the Belgian 


Here is 
“miracle” of post-war reconstruction. 
From her status between the wars as a 
land of low prices and modest incomes, 
Belgium has pulled herself up by her 
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Belgian workers’ purchasing power has 


grown since the war 


Prime Minister's office 
explained the Belgian 


own boot strings until to-day her 
workers’ wages compare well with those of any country 
in Europe, even allowing for the higher cost of living. 


and the cost-of-living index, 
which is about 360. The indi- 
vidual purchasing power of the 
worker has not only been main- 
tained but improved during the 
past ten years. 

How has this been possible? 
Certainly not by virtue cof 
foreign aid. Belgium has 
received direct only an insignifi- 
cant share of Marshall Aid. 
Neither is it on account of the 
Congo—the finances and cur- 
rency of the Belgian Congo are 
strictly self-contained. It is in 
economic realities that the answer 
is to be found: general produc- 
tivity has risen, since 1947, to an 
index of 120 per cent of pre- 
war, and the last months of 1950 
show as much as 140 per cent. 


National revenue, which was 
between 3,000 and 3,250 million 
francs before the war, reached 
approximately 13,500 millions 
in 1949. Still taking the rise in 
prices into account, this marks a 
real increase. 


Certainly, Belgium’s overseas 
trade has not yet, on the face «f 
it, recovered its universal value 
and volume compared with pre- 
war. Let us compare the 1938 
and 1949 figures, for instance: 


1938 1949 
(Monthly averages) 


a 


2:019m.| 6-810m. 

s Volume 2-868 tons | 2-296 tons 
Value .. |. 1:859m.|  6-649m. 
Volume . 1-912 tons | 1-210 tons 
This is probably explained, 


however, by the fact that opera- 
tions of pure transit have 
lessened—especially where raw 
materials are concerned. 

On the other hand, the con- 


ditions of exchange have 
definitely improved. 
The problem of importing 


foreign labour is at present under 
consideration in certain specific 
fields. For the rest, the solution 


of unemployment in Belgium 
one on the development of 

arkets, supported by an 
increase in investments, and on 
improvements in the mobility, 
geographical and occupational, 
of manpower. 

In a recent statistical survey 
by U.N.O., there is a_ table, 
reproduced on this page, which 
gives the average per capita 
income per inhabitant of several 
countries. It will be seen that 
Belgium occupies a high place 
among these countries. 

This fundamental progress in 
the Belgian standard is made up 
of several indicators: volume of 
multiple store business, 120 per 
cent that of 1936/39; construc- 
tion and renovation of houses, 
56,000 against a pre-war 32,000; 
number of cars from 18 to 27 
per 1,000 population. 

A recent investigation by the 
Belgian Public Opinion and 
Marketing Centre (“Insoc”) has 
revealed great changes in family 
spending between 1929 and 
1947/8. 

The relation of food expendi- 
ture to the increase in other direc- 
tions, notably furniture, health 
hygiene, and amusements, are 
traditionally indicative of the 
mean standard of living. 

ithin the food category itself, 
more expensive items now out- 
weigh the cheaper; for instance, 


coffee consumption has gone up 
from 5,000 to 9,000 tons; wine, 
39 to 44 million litres, beer, 139 


THE PEOPLE’S MONEY 


Average income in « head = 
population, according yi > 
Average per 
capita income 
Dollars 
U.S.A. ee - 1,453 
Switzerland ... Bay 
Great Britain 773 
Norway on 687 
Belgium”... a 
Luxembourg 
Hi one 502 
France 482 
Hise ... on 420 
; ‘ | 320 
U.S.S.R. ion! t 40% 
i 300 
} 
to 143 million litres. The 


average Belgian eats about 25 !b. 
of butter a year. 


Such a situation is irreversible. 
The living standard acquired by 
the people cannot 
Belgium is pledged to defend the 
fruits of lengthy economic efforts 
and a rapid social evolution 
brought about by progressive 
productivity. This can only be 
achieved by systematic improve- 
ment of technical methods and 
regular investments. 


To-day Belgium is faced by 
new obligations: armaments. 
She will accept her share in the 
security measures for the West. 
In this connection, she has 
valuable arms industries to offer 
and skilled labour which is not at 
present being fully utilised. Thus 
she hopes to use her recovery 
achievements in a modest contri- 
bution towards maintaining 
world peace, 


A counterpart of this rearma- 
ment is the drastic organisation 
of public spending. This repre- 
sents at present a third of the 
national revenue; plus social 
security, it is two-fifths. It is 
only by intensified production 
that the standard of living and 
the security contribution can be 
maintained. That effort will be 
made. 


HOW BELGIANS SPEND THEIR MONEY 


fess .. ove 

Rent . 

ae Stings and household articles. 
Clothing 


Workers Professions 
1929 1947/8 1929 1947/8 
% % % %. 
58-2 44:37 49 39-77 
63 5 65 11-7 7-67 
49 5-31 53 5-30 
28 | 5-47 43 4-92 
144 14-24 40 14-97 
10 1-13 11 1:55 
13 3-01 26 3-54 
39 10:17 47 10°56 
49 5-89 3-3 601 
017 3-33 22 5-01 
05 0-48 06 0-39 
1 1-69 13 2-31 
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How to sell “I’article anglais 


keen, critical customers 


by A. J. STEYLAERS, 


Director, W. H. Emmett (Overseas) Ltd. 


ELGIUM to-day is one of 
Be few countries this side 
of the Atlantic which, by 
and large, can be classed as a 
complete buyers’ market; and 
British manufacturers, when 
planning to enter it, should bear 
in mind that their prospective 
customer is a very keen and 
critical buyer. But he can be 
persuaded. e 
“The client is always right.” 
This slogan has become a little 
outmoded in Britain because the 
client has been conditioned to 
unprotesting acquiescence by ten 
years of shortages: mostly, eager- 
ness to do business has crossed 
the counter. Not so in Belgium. 
Your customer is going to be 
very choosy indeed—he can 


i afford to be, as he is solicited 
' and tempted on every side. 


It is well to remember, how- 


' ever, that British manufacturers 


have an initial advantage in that 
they possess a valuable reputa- 


‘ tion, thanks to a long record of 


straightforward dealings and the 


) high quality of their goods. 


In fact, a Belgian retailer will 
show his customer the 
same article, but of a different 


‘ origin and then, if the customer 


appears a little finicky as to finish 
and durability, he will produce 
what he will call, not without 
pride, “L’article anglais,” with 
the almost inevitable comment: 
“It is a little dearer, but for qua- 
lity and appearance, there is, of 
course, no comparison!” 

This is probably the most pre- 


Belgian retailers are particular about their window displays. 


cious selling point, and it almost 
automatically attaches to British 
goods in Belgium. It is a free gift 
handed to British manufacturers 
by their predecessors and they 
should do all they can to main- 
tain and to enhance it. 

On the basis of equal price, or 
even if a little dearer, the British 
article has a fair chance of carry- 
ing the day for yet another 
reason: individual appeal. The 
average Belgian is a great indivi- 
dualist; he loves to express him- 
self in his own personal fashion 
and therefore he tries to use, to 
wear or to be seen with some- 
thing at variance with the com- 
monplace. Hence he is well dis- 
posed towards imported goods. 

Furthermore, Belsions is a 
small country and, apart from 
some much cherished traditional 
characteristics, it is not culturally 
so autonomous as its great neigh- 
bours. In common with most 
small countries, it is largely in- 
fluenced, guided and impressed 
by the outside world. 

It is also;a fact that something 
new and recently imported very 
soon gets taken-up, adapted and 
popularised by local manufac- 
turers, for the purpose of under- 
cutting the imported article— 
which brings us to the problem 
of competition. 

This is fiercer, more widespread 
and often more hampering than 
in most countries in the world. 
In Belgium there are more little 
workshops, one-man businesses 


and more small manufacturers 
than anywhere else. And, for 


Photo: Sergysels 


They 


demand a high standard of design, as illustrated by this Au Bon 
Marché window in Brussels dealing with the Feast of St. Nicolas and 
representing the story of C 


service, for range of choice, for 
price, they all work unrelentingly 
to best their neighbour . . . and 
you. 

How can you tackle this? First 
by studying and trying to under- 
stand your Belgian customer. A 
perfectly good proposition can be 
wrecked by flying blind into this 
sensitive and many faceted mar- 
ket. Therefore, intending im- 
porters must obtain a candid 
report from a competent market 
research organisation, and they 
would do well to send a tip top 
man to spend some time touring 
> country and getting the feel 
of it. 


Select Your 
Media Carefully 


Secondly, it is essential to select 
a good selling agent. “Select” is 
the operative word because you 
will get offers from a shoal of 
would-be representatives. Where 
consumer goods are concerned, a 
very large firm of representatives 
no doubt offers the best guaran- 
tee of universal distribution but, 
on the other hand, remember 
that your __ representatives’ 
traveller may carry as many as 
thirty or forty different lines 
along with your own. 

Ask yourself: Is that an ideal 
set-up for launching a new pro- 
duct? Or would it not be better 
to choose people who are smaller 
and, being more dependent them- 
selves on your success, will make 
greater efforts to help bring it 
about? 

Thirdly, your advertising cam- 
paign. Think well and get good 
advice. Media of every kind are 
not lacking: the reverse is the 
case and, here again, “select” is 
the operative word. 

The Press, chiefly the news- 
papers, should be the mainstay 
of a consumer goods campaign. 
National dailies, for so small a 
country, are uncommonly 
numerous. This is because there 
are many and subdivided shades 
of political opinion in Belgium, 
followers like to have their own 
newspaper, and many of them 
read only that particular one, 

Out of the welter of titles and 
conflicting claims, which to select 
and which to cast aside is a task 
for the expert advertising agent, 
and never an easy one, within the 
narrow limits of an appropriation 
usually allotted to a market of 
this size. Media selection is 
further complicated by the fact 
that Belgium is bilingual, and 
that it is imperative to obtain 
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99 to 


adequate coverage in 
French and Flemish. 

Periodicals, which in the past 
were sadly lacking, have of late 
come very much to the fore, 
especially those with a family 
and feminine appeal. Women, 
more even than in this country, 
hold the domestic purse strings 
and, if your product is of this 
nature, the women’s periodicals 
must be used. 

The trade Press, on the other 
hand, although on the up grade, 
still appears to be behind by 
comparison with that of other 
countries of similar importance. 
This condition may never entirely 
be remedied as it arises from 
linguistic causes. The trade Press 
reader can get excellent technical 
journals from France or from 
the Netherlands respectively; what 
is more, English is so well known 
that British and American specia- 
lised periodicals enjoy extensive 
readership. 

Outdoor advertising is much in 
favour; Belgians like its crisp 
and universal appeal. Close study 
of local conditions is imperative 
before preparing window dis- 
plays. Retailers are apt to be 
particular as to presentation and 
a high standard of design is ex- 
pected; the same applies to 
showcards and counter material. 
Advertising on the national radio 
is not permitted but the nearby 
Luxembourg station offers a ser- 
vice which is to be recommended 
to back up Press advertising for 
most classes of consumer “goods. 

Competent advice as to the 
selection and use of media is 
available from advertising agen- 
cies in this country which 
specialise in overseas business. 
Most of them Operate in con- 
junction with recognised Belgian 
agencies. 


Hard Hitting 
Copy Essential 


Finally, a word to copywriters 
and layout men. Get a set of 
representative Belgian papers, 
look them over and you will see 
that mere translation of British 
type advertisements is of little 
use. You need something stronger 
than the suave understatement 
which usually characterises copy 
seen in this country. Avoid ver- 
bal meanderings and come to the 
point with telling words, but, 
above all, be factual and brief. 

As to layout the sight of the 
advertisement pages of most 
Belgian newspapers is enough 
to send your Fleet Street reared 
typographer to an early grave. 
Adaptation plus strengthening of 
copy and layout to conform with 
local practice must resolutely be 
accepted as an article of policy. 


both 
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Belgium has been an im- 
portant client of Great 
Britain, but now more than ever 
it is an interesting outlet for 
British products, and many 
British firms are firmly estab- 
lished in the market. 

When visitors and tourists 
from over the Channel visit our 
large towns, they must be happily 
surprised to see so many articles 
which have come from their 
country in our shop windows. 
It would be too long and mono- 
tonous to give here a list of all 
the products which the Belgian 
customer can easily obtain at his 
usual shops, be it food products, 
toilet and beauty preparations or 
clothing. 

In the industrial field, also, 
Britain has aiways had an 
important part of the market. 
British cars are becoming more 
and more numerous on the 
Belgian roads; they are less 
cumbersome than American cars 
and their coachwork is particu- 
larly well made. 

It is therefore 
increasing numbers of British 
industrialists should show an 
ever-growing interest in exporting 
their products to Belgium. But 
to conquer this market they will 
have to fight. Since the war 
American products have become 
very popular, mainly owing to 
the snobbery of the public. 

It is not enough to decide one 
fine morning to gain a foothold 
in the Belgian market. Success 
depends above all on a serious 
survey of the market. 

Belgians have customs, habits 
and manners totally unlike those 
of the British. If in Holland and 
in the Scandinavian countries life 
is almost similar to life in Great 
Britain, this is not the case with 
Belgium, which comes under the 
influence of France. 

The country has a population 
of about 84 million, and its 
30,500 sq. km. is shaped roughly 
like a triangle of which the lower 
part, touches France and is called 
the French linguistic zone (or 
Wallonia), and the upper part 
(near Holland) is called the 
Flemish linguistic zone. If one 
traces a_ straight line from 
Tournai to Brussels and another 
one from Brussels to Verviers, 
one has approximately drawn 
both linguistic zones, which are 
of nearly equal importance and 
area. 


Grits before the war 


logical that 


Industry, agriculture and com- 
merce are much scattered. The 
triangle 


formed by Antwerp, 


Belgium Supplement—ADVERTISER’S WEEKLY 


Belgians like good living, 
but are canny buyers 


by FERNAND HOUREZ, 


Managing Director, Bodden & Dechy S.A., Brussels. 


Ghent and Brussels holds a very 
dense population of nearly 1,000 
inhabitants per sq. km., whereas 
the average density is but 275 
inhabitants per sq. km. for the 
whole country. 

In this mass of population it 
is necessary before all to deter- 
mine which are the possible 
purchasers of the product which 
you want to launch. Where are 
they? How many are they? 
What is their purchasing power? 
What is their purchasing wish? 

Happily, there have grown up 
in Belgium since the war a 
number of market research 
bureaux which use the Gallup 
methods of gauging public 
opinion by scientific sampling. 
Also, intending exporters can 
obtain, two publications which 
give numerous statistical tables; 
they are Le Marché Belge et :a 
Capacité d’Achat and L’Etude 
scientifique du Marché Belge. 

The Belgian is fond of good 
living. He is a born worker, as 
was more than proved by the 
ranid restoration of his country 
after the last German occupation; 
but he wants to reap the reward 
of his labours in improved living 


standards. He is therefore keen 
on all novelties which tend to 
make his life more agreeable. 

On the other hand, he has 
plenty of common sense, which 
makes him a_ discriminating 
buyer. 

yy must therefore take 
this into account. The average 
Belgian has no _ spontaneous 
feeling for the French esprit nor 
for the cold British humour, He 
is very positive, and one cannot 
convince him with scintillating 
pirouettes of copy or artwork. 

The Walloons (of the French 
zone) are more exuberant and 


impulsive, the Flemings more 
calm, stolid and _ phlegmatic. 
herefore the advertising 


eatured in the French linguistic 
zone may have a lighter character 
than that for the Flemish zone, 
where one has to insist much 
more on facts. 

Altogether, the British indus- 
trialist must realise these essential 
conditions for success. Adver- 
tisements which are successful in 
Britain are not always so success- 
ful in Belgium. 

Moreover, the concentration of 
the advertisements in the very 


last pages of the newspapers, 
where they are completely separ- 
ated from the editorial matter, 
makes it even more difficult for 
advertisers. There is practically 
no newspaper in Belgium which 
will agree to insert advertising 
matter opposite editorial, as 
British papers do, even on the 
front page. Therefore one must 
avoid long copy. 

Lastly, as the Press has never 
had to cope with Government 
regulations of paper supply, the 
advertisements for an_ initial 
campaign have to be rather large 
to fix the attention of the reader, 
and the layout must be particu- 
larly good. 

It is in the interests of the 
British advertiser and advertising 


agent to follow the method of © 


the other foreign manufacturers 
already successful in Belgium by 
collaborating with Belgian adver- 
tising men. 

It is also necessary to know the 
coverage of the papers, or the 
penetration degree of the — 
papers and magazines of whic 
the circulation is not controlled 
by an official organisation such 
as the A.B.C. 


BELGIUM IS 


IRECT mail advertising 

has always been very popu- 

lar in Belgium. Business- 
men, industrialists and crafts- 
men have always appreciated its 
advantages. 


It is easy to obtain good 
mailing-lists in Belgium compiled 
by profession or by social status. 
They are no “brokers,” as exist 
in the United States, whose work 


it is to bring together non- 
competing firms wishing to 
exchange mailing - lists. The 


renting of mailing lists has not 
been found successful either. 
The Belgian business man insists 
on having the addresses always 
at his immediate disposal. 


The success of direct mail in 
Belgium is largely due to its 
versatility and comparative 
cheapness. A campaign may be 
launched at 24 hours’ notice. 
Postage rates for printed matter 
are low—about a halfpenny for 
one and a half ounces. 

The door-to-door distribution 
of printed-matter, with or with- 
out envelopes and having no 


A DIRECT MAIL PARADISE 


address, is carried out by the 
Post Office, which has a 
monopoly. Arrangements are 
made with the G.P.O. for a dis- 
tribution in any selected area. Ch 
is also possible, if required, 
prospect only those -saenee Po 
telephones, 

After having come to an agree- 
ment with the publisher it is also 
possible to arrange for the Post 
Office to distribute matter to 
subscribers to any _ specified 
publication at the reduced rate 
of one farthing for each letter or 
circular. This method may be 
used to draw subscribers’ atten- 
tion to an advertisement running 
in that particular newspaper. 
This is surely perfect synchroni- 
satiom between advertising and 
the direct-mail advertising, and it 
certainly shows results. 

On the other hand there 
frequently appear in Belgian 
newspapers advertisements telling 
housewives that they will receive 
by post samples of advertised 
products. 

This door-to-door distribution 
enables the advertiser to flood 
a region. 


Printers and 
agencies constantly strive to 
produce the best direct 
material. For over 10 years, 
Chadwick-Latz Ltd. have been 
using the personalised shot. This 
system, giving a personal touch 
to the message, has proved most 
successful. 

The British exporter would be 
wel' advised to take advantage of 
the Belgian’s susceptibility to the 
direct mail shot. The Belgian is 
flattered and intrigued to receive 
a letter from Britain, with a 
“foreign” stamp. He does not 
waste any time before investigat- 
ing the contents. 


The advertising message must, 
of course, be in the right 
language — French for the 
Walloon part of the country and 
Brussels, and Flemish for the 
remainder. Local knowledge is 
essential. 


The British exporter should not 
neglect direct mail, which is as 
essential as newspaper and trade 
Press advertising to a compre- 
hensive campaign in the Belgium 
market. 
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HIS year the Brussels 

I International Trade Fair 

celebrates its Silver Jubilee. 
The rise to importance of this 
annual event from modest be- 
ginnings in 1920 need hardly be 
stressed. The accompanying 
table traces its rapid growth to 
1950. This year’s Fair, to be 
held from April 21 to May 6, 
promises to continue the trend. 

The aerial photograph on the 
opposite page gives some indi- 
cation of the size of the imposing 
venue and the facilities offered to 
exhibitors for the presentation o! 
their products under the most 
favourable conditions. 

Overseas visitors have often 
expressed the opinion that the 
layout of the Palais du Cen- 
tenaire, where the Fair is held 
every year in the spring, is 
unique. For exhibitors and 
buyers alike the atmosphere is 
cheerful and comfortable, and 
the results, both during and after 
the event, are generally admitted 
to be well worth while. 

One need not dwell on the 
possibilities offered by such an 
international market-place, where 
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1951 is silver jubilee 
year of Brussels Fair 


by M. L. COOREMANS, 


of the Brussels International Fair 


4,180 Belgian and foreign manu- 
facturers exhibit their products. 
One of the advantages of buying 
at such a fair, is, of course, ease 
of comparison and _ selection. 
Exhibitors are classified by 
industrial groups to facilitate this. 
At the same time the Fair serves 
admirably as a sampling ground 
because of its technical character. 
Retail sales are not allowed and 
casual sightseers are excluded on 
week-day mornings to allow im- 
portant buyers breathing space 
and facilities for negotiations. 
Among services to the buyer 
is the advice of various Belgian 
Ministries—who have offices in 


the exhibition hall—on matters 
of import and export regulations, 

Industry in most countries is 
aiming at maximum production 
by striving to improve manu- 
facturing methods and organi- 
sation. The question of outlets 
for the increased flow of goods 
is inclined to be neglected. The 
aim of the modern trade fair is 
to enable buyers to keep abreast 
of current industrial developments 
and market trends. 

The truly international char- 
acter of the Brussels Fair is 
indicated by the fact that over 
45 per cent of applicants for space 
are of foreign origin. One reason 


How to sell to the Belgian market 


ONTRARY to the general 
belief, selling in Belgium 
is not a difficult matter. 
However, since Belgium is 
regarded as the test-market of 
Europe —you must be sure of 


» your goods and your price. 


aSthe Pate otiraitnte 


You must find a good agent 
-good salesmen are very rare. 
Do not commit yourself for too 
long a period, and do not hesitate 


' to change if the results are not 


_ up to expectation. 


If the agent 


_ has not already demonstrated his 
} powers beyond all doubt, it is 


coe 


best not to leave the organisation 
to him completely. Help him 
give him instructions, and follow 
up closely his activities, especially 
during the early months. 

There have been many cases 
of agents representing foreign 
lines who did not lack merit, but 
who went under simply because 
they did not have the experience 
of organising a market. They 
were excellent salesmen, fully 
able to deliver the goods when 
members of a team, but lacking 
in qualities of team leadership. 

After all, Belgium is not very 
far away, and a few days’ 
visit is always welcome to your 
agent’s executives—of that you 
may rest assured. 

The words “British Made” are 
of great value in Belgium. British 
goods possess an ancient reputa- 
tion for quality, However, it is 
no use relying on that alone 
Good advertising is a powerful 
ally. 

For example, Dreft has suc- 
ceeded in a very short time in 
launching itself in a big way on 


by MAJOR N. KICQ, 


Manager, Publicontro! S.A., Brussels 


the Belgian market in the face 
of competition from many estab- 
lished foreign and home-produced 
lines. ae 

The following points are worth 
remembering: 

Do not let a French-speaking 
agent put you off by the Flemish 
question. All good Belgian agents 
adapt their publicity to the langu- 
age of the region they are work- 
ing. Many campaigns are con- 
ducted in three languages 
French, Flemish and German. 

Firms accustomed to world 
marketing know that human 
nature is the same everywhere. 
All that is needed is an adapta- 
tion to local conditions and tastes 
of the advertising appeals which 
have proved most effective in the 
home market. Generally speak- 
ing, such a policy is better than 
a blind launching out with themes 
which have not been tested. 

Beware of the Belgian Press 
from a technical point of view. 
The newspapers are badly printed 
on paper which leaves much to 
be desired. Moreover, Belgian 
advertisements are much more 
crude than English. 

It is generally desirable to 
strengthen English layouts so 
that they will hold their own in 
the crowded advertisement pages 
of the Belgian Press. 

Go easy on half-tones. Line 
drawings are much safer. Half- 
tones only reproduce well in 4 


few of the more important 
papers. 

Space is easily obtained in 
Belgium. Large spaces are in 
fashion. Small insertions lack 


prestige. Through force of habit, 


many British advertising agents 
plan to use spaces which are in- 
adequate for Belgium. 

Film advertising is reckoned by 
the metre. Most British commer- 
cial films-are too long for the 
Belgian market. There are too 
many cinemas, and exhibitors’ 
prices are very high. Approxi- 
mately 800 cinemas accept spon- 
sored films. It requires a Solo- 
mon’s judgment to select those 
which are really worth the cost. 


The cinema, on the whole, is 
something of a white elephant 
so far as Belgian advertising is 
concerned. 

As for radio, at present Luxem- 
bourg is the only possibility. The 
bi-lingual question is also a bug- 
bear to this medium. It is pos- 
sible that the law may be changed. 
and that the pre-war provincial 
stations may come back, with 
permission to accept advertising 
programmes. 


Posters are also a sore point. 
Outside the large and moderate- 
sized towns, where the state of 
affairs is more or less satisfac- 
tory, theré is no control, and no 
organisation, so far as 90 per 
cent of the country is concerned. 

Generally speaking, there is a 
lack of precise facts and figures 
about the Belgian market. There 
is no A.BC., there is no reliable 
data on posters or cinemas, and 
not all mailing lists are up-to-date. 

All this makes you doubly 
dependent on a good advertising 
agent. British advertisers would 
be ill-advised to try to break into 
the Belgian market without expert 
advice. 
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for the universal popularity of 
the ‘Fair is the convenient situ- 
ation of Brussels at the hub of 
a vast network of rail, air and 
water communications. This 
makes it the annual meeting place 
not only of world industrialists 
and merchants, but also of 
numerous diplomats. Each 
makes his material and moral 
contribution. 

This year the number of 
official receptions will be greater 
than usual. Most important will 
be a_ world-wide diplomatic 
conference. 

Although the British Govern- 
ment is not participating 
officially, many British manu- 
facturers are showing and selling 
their wares in this great market. 

The following products will be 
displayed: Food; furnishings and 
decorations; electrical household 
equipment; sanitary equipment; 
household goods; ironmongery; 


plastics, crockery, china and 
porcelain ware; heating; engin- 
eering; leather goods; radio; 


industrial electricity and lighting; 
packaging and factory equipment; 


HOW THE FAIR HAS 
GROWN 


i 
| No.of | Areain 
Year | exhibitors Sq. metres 
1920 (The | d 
first fair) | 1,602 19,500 
1924 oon | 2,708 42,200 
1934... 2,416 50,000 
1947... =| «3,113 «| 75,000 
19458 ne 3,731 | 80,000 
1949 4,061 000 
4,180 105,000 


toys and games; kitchen appli- 
ances; sewing machines; wash- 
ing machines; office machinery; 
agricultural equipment; motors; 
machine tools; stationery and 
books; perfumes; toilet goods; 
and sports goods. 

For visitors, the official “carte 
de legitimation” will ensure that 
all facilities are granted. This 
card is obtainable in advance 
from the London Delegate of the 
Brussels Fair at Belgium House, 
167 Regent Street, W.1. 


Imports record 


Heavy buying of vegetable 
products, chemicals and pharma- 
ceuticals, raw materials for tex- 
tiles, and machines and apparatus 
accounted for an increase of Frs. 
§82 million over September 1950, 
in imports into Belgium in Octo- 
be 


"- 
Total was a record—Frs. 10,431 
million. 
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Belgium Supplement—ADVERTISER’S WEEKLY 


25th Brussels — 


International Trade Fair 
SILVER JUBILEE — 21 April to 6 May 1951 


A world-wide market on view at one of the finest and largest Exhibition Halls in 


the world. 
At the 1950 Fair 


Floor space was 125.583 square yards—4,180 exhibitors from 34 different nations — 
over 1,000,000 visitors from Belgium and 60 other countr.es—nearly 107.642 square 


yards of parking space. 


The above Aerial Photo shows the Palais du Centenaire, Brussels, home 


of the Brussels International Trade Fair. 


Hall 1 
Hall 2 
Hall 3 


Managenient. 

Furnishing, decorative arts, toys, games, sporis. 
Laundry machinery. 

Electric h hold Li Indi 1 El ; 
Rubber —.Piastic Materials — Lighting — Radio — 
Lighting Accessories — Photography — Cinemato- 
graphy 


Agricultural, horticultural, poultry and forestry. 
machinery and plant. 
Sanitary 


1 ' 
ware 


: H . 
— — Glassware — Crystal ware — Marble 
Tile—Heating. 
Mechanical and metal  construction—Motors— 
Machine Too!ls—Woodworking machinery. 


Jewelry—Waich, Clockmaking—Leather and allied 
trades—Textiles, 


Office machines, furniture, perfumery—Furniwure 
display—Stationcry—bookscllers—office supplig¢s. 


Sewing machines 

National Furniture Fair. 

Commercial Offices—Foreign sections. _ 
Foodstuffs 


Building Trade—Packings—Industrial supplies— 
Filtering Plant—Machines for foodstuffs and kitchen 
use—Cleansing materials. 


Comractors’ machinery and plant. 


ENQUIRIES TO: 


All Belgian Legations, Consulates, The Belgian National Railways, Marine Touriem, 
Chambers of Commerce and Tourist Bureaux * Belgium House, 167 Regent Street, London, W.1. 
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Britain could develop bigger 
sales in the Congo 


Counsellor of the Belgian Congo Government 


Belgian Congo” and, for 

short, “the Congo” will refer 
both to the Belgian Congo 
Colony and to the Ruanda- 
Urundi Territory, which is ruled 
by Belgium under a mandate 
from the United Nations—as it 
was previously under a mandate 
from the League of Nations—in 
a customs union with the 
Congo. 

Well before Stanley accom- 
plished his historic march 
“through darkest Africa” and dis- 
closed the structure of the Congo 
Basin to the world, British mer- 
chants, notably the old Liverpool 
firm of Hatton & Cookson, had 
established trading posts at the 
mouth of the Congo river and 
were bartering trade goods 
against small quantities of rubber, 
ivory and palm-oil. 

But although Stanley had 
described with admirable vision 
some of the potential resources 
of the vast area he had dis- 
covered, British enterprise con- 
centrated its activities on other 
parts of the world, until 1906. 

Robert Williams then took a 
leading part in the opening up of 
the Upper Katanga copper fields, 
and in 1911, Lever Brothers 
undertook to develop wide tracts 
of oil-palm bearing land in the 
Upper Congo, where they were 
to build mills for large scale 
mechanical extraction of palm- 
oil, the first ever erected. 

Levers have invested well over 
£7 million in this successful ven- 
ture, and besides have created a 
number of subsidiaries—trading 
companies, plantations, ranches 
and soap works. But apart from 
Levers’ interests and those of 
Tanganyika Concessions Ltd., 
which Robert Williams repre- 
sented, we have no substantial 
British investments in the Congo. 


Financial Aid 


From Britain 

During the first world war, a 
branch of the Belgian Ministry of 
Colonies was granted hospitality 
in London, and the British Trea- 
sury generously extended financial 
aid to the Congo. A certain im- 
petus was given to trade between 
the United Kingdom and the 
Congo, but the volume remained 
small, mainly as a resuk of 
British Imperial Preference. 

Again, during the second world 
war, Britain treated the Congo 
as “one of the family”; in return, 
the Congo’s resources were placed 
at her disposal. When the U.S.A. 


iE this article the terms “the 


“As the British Government gradually relaxes its 
restrictions on imports and investments, the Congo 
may expect to find an expanding outlet for its 
products in the United Kingdom, and welcome new 


British yentures.”’ 


joined the war, the Combined 
Anglo-American Boards allocated 
the Congo’s products between the 
United States and Britain, while 
providing jointly for the Congo's 
requirements. The burden of 
meeting these needs fell largely 
on the U.S.A., which soon be- 
came the Congo's principal pur- 
veyor. 

At the |same time, trade with 
South Africa showed a consider- 
able increase, and Canada sup- 
plemented American supplies to 
an appreciable extent. 

The institution of a Canadian 
Trade Commissioner at Léopold- 
ville, in addition to the British 
and South African consular ser- 
vices, reflects the interest Canada 
has taken in the Colony. On the 
other hand, while before the war 
American trade with the Congo 
was negligible, the U.S.A. has 
remained since the war the 
Congo’s principal foreign mar- 
ket and source of supply. 
Japanese competition begins 
again to be keenly felt in the 
field of “African prints.” 

Need it be recalled in this con- 
nection that the Congo is open 
to the trade of all friendly nations 
on equal terms, Belgian suppliers 
in particular enjoying no prefer- 
ential treatment? Freedom ‘o 
buy and sell in the most favour- 
able markets has proved highly 
beneficial to the Colony. 

In considering the adjoining 
trade statistics, as furnished by 
the Congo Customs, it should be 
remembered that the rate of ex- 
change of the Congolese franc 
stood at about 120 to the £ before 
the recent war, was raised to 175 
in June 1940 and has been fixed 
at 140 since September 1949. 

The trade figures call for two 
preliminary observations: Ex- 
ports from the Congo are ap- 
praised at somewhat less than 
actual f.o.b. prices because the 
Customs register conventional 
values, on the basis of which 
export duties are assessed; and 
as regards imports into. the 
Congo, some of the goods regis- 
tered as deriving from parts of 
the Commonwealth other than 
the United Kingdom have prob- 
ably originated in the latter, 


while goods imported 
Canada, but shipped from an 
American port, are we as orig- 
inating from the U.S 

Subject to these no 
our tables show in the first place 
the enormous expansion of the 
Congo's external trade since the 
Imports have in- 
creased in a bigger proportion 
than exports as a result of new 
investments (which a Ten-year 
Development Plan 
will continue to further) and of a 
steady rise in the natives’ stan- 


recent war. 


dard of living. 


Imports would be materially 
larger were it not that a number 
of local industries bave omy 


up (cotton and 


cement and cement 
bottles, soap, beer, s 
copperwire, chemicals, 
oils, etc., to say nothing of Coca 
Cola), and that domestic produc- 
tion of foods formerly imported, 
such as rice, maize and kitchen 


garden produce, 
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local consumption to a”large ex- 
tent, or even affords an exportable 
surplus. 

The principal exports to the 
Union of South Africa, as also to 
Northern and Southern Rhodesia, 
are edible oils and cattle-cake. 
India buys mainly coffee and 
ivory, Australia various metals 
and ores. The U.K. has been im- 
porting chiefly industrial dia- 
monds, copper and cotton, appar- 
ently—since her imports of all 
three of these commodities were 
negligible before the war—for the 
needs of her re-equipment and 
the replenishing of her stocks of 
piece goods. Coffee, gum copal 
and cobalt came next on the list. 

Turning to imports into the 
Congo, we find that, among a 
large variety of items in each in- 
Stance, the following have been 
the main articles derived from 
different parts of the Common- 
wealth: 

(a) from the South African 
Union: coal, machinery, 
leather ware, tobacco, meat; 

(b) from the Rhodesias: coal; 

(c) from Kenya-Uganda: fish 
and salt; 

(d) from Canada: wheat, 
milk, machinery, oil lamps; 

(e) from India: gunny bags 
and piece goods; 

(f) from Australia: butter 
and cheese. 

A closer breakdown may be of 
interest in the case of the United 
Kingdom. The following are the 
more important goods supplied 
in 1949 (in million Congolese 
francs): textiles, 354; machinery 
and machine tools, 204; motor 
vehicles, 94; cigarettes, 71; river 
craft, 67; aircraft, 19; hardware, 
36; constructional steel, 27; 
spirits, 27; coal, 19; pharmaceu- 
tical products, 21; clothing, 18; 
soap, 16. 

As the trade tables show, the 
United Kingdom’s share in the 
total of the Congo's external 

(Continued on page 15) 
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EXPORTS FROM THE CONGO TO THE COMMONWEALTH 


n mittion pn Congolese francs) 


| 1950 


To 1947 | 1948 | 1949 | Jan.-Sept. 
All destinations 8,098 | 10,318 | 11,1555 | 9,190-5 
United Kingdom 1,250 | 1,417 1,445 986-5 
Union of South Africa 380 462 | 270 | = 213-5 
Rhodesias 114 29 115 60 
Kenya-U ponds 5 | _ 38-5 32-5 
Tanganyi' 28-5 35-5 | 21 | 25 
Nyasaland : 2 | 1-5 - 1 
Nigeria on 2 0-5 05 | 0-5 
Anglo-Egyptian Sate 3 39 29 28 | 12 
Canada . ’ 1 23 10 | 12:5 
India 3 120 34 2 
Australia 2-5 195 | 162 | 40 
COMMONWEALTH IMPORTS INTO THE CONGO 
(in million Congolese francs) 
| 1950 
From 1947 | 1948 1949 Jan.-Sept. 
All sources 1,031 6,453 {8,383 | 10,346 | 6,812-5 


United Kingdom 
South African Union 
Rhodesias 

Kenya-U ganda 
‘Tanganyika 
Nyasaland 

Nigeria 


Anglo-Egyptian Sudan 
Canada . ae ; 
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SOUND 
REASONS 


WHY leading European Agencies * 
rely on us to handle their Accounts 
for Belgium... 


* In England, France, Holland, Scandinavia, 
Germany and Switzerland 


..» BECAUSE we give them: 
py’ GOOD SERVICE 
é” TOP QUALITY 


We have no assets or vested interests in any newspapers, 
publications or other forms of media. This enables us to 
give objective and impartial advice to our clients. 


We specialise in the perfect rendering of copy into French 
and Flemish. All copy is not merely correct but conceived 
from the very first in the spirit of the language in which 
it is to appear. NOTE that 57.4% of Belgians read only 
Flemish newspapers. 

We know all the “ins and outs” and all peculiarities of the 
Belgian Market and we are able to supply you with com- 
plete particulars and figures from our files or by research. 
A well trained and skilled production department ensures 
the realization of top quality work. 


Twice every day BEA ' 

Viking Airliners leave MARC NAGELS S.A. 
London on their 13-hour Advertising 
flight to Brussels. The ' 
return fare is £13.19.0. 
Book through your travel 
agent or at BEA, Dorland Write for any further information to our Director H. J. Bourlard. 
Hall, 14/20 Regent Street, manly cp tee ey apis oh = aes 
London, W.1. (Telephone 


GERrard 9833). 


Centra Building, 107 Meir, Antwerp 
Telephones : 33.62.83 & 33.62.86 


Ask for our brochure 
“Belgium as a Market” 
which tells you who we 
are and how we work. 


BRITISH EUROPEAN AIRWAYS 
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A.C. 


ATELIERS 


E.C. ELECTRIQUES de ¢€ 


de CONST 


T is to national companies of the 
calibre of A.C.E.C. that credit 
must be given for the present 
advanced stage of electrical develop- 
ment, and this announcement sets 
out facts which fully justify this 
broad claim. 

The origin of A.C.E.C. dates back 
to 1881 when electricity, from the 
point of view of practical uses, was 
in its infancy. 

Manufacture in those carly days 
was confined mainly to small dynamos, 
motors and arc-lamps, but there were 
rapid developments. In the year 1888 
the first Belgian power station was 
equipped, and in 1894 came the 
installation of the first Public Elec- 
tricity Supply Station in Brussels. 
Re-organisation had taken place in the 
meantime in the year 1886, while the 
present Company, under the title of 
““Ateliers de Constructions Elec- 
triques de Charleroi” was set up in 
1904. 

It will be seen, therefore, that 

C.E.C. have truly occupied the 
place of pioncers in the electrical 
industry, while at the same time their 
record of steady progress and develop- 
> ment has been maintained to put them 

in the leading position which they 
| occupy in the domain of electrical 

manufacture. 
It is an historical fact that electricity 
_ at the coal face in mines was first used 
in the Mariemont collieries in Belgium, 
the picks and electrical equipment for 
that purpose having been _— 
and exenieovened by A.C.E.C 
Coming to a later period, in the 
early days of the present century, 
‘electric tram-cars in nearly every 
country in Europe, including Great 
) Britain, were powered with A.C.E.C. 


ee 


Re 


ace tent 
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Turbo-Alternator maximum rating 71,500 k.v.a., 
10,750 volts, 3,000 r.p.m. 


motors and controllers—this was 
actually in advance of any correspond- 
ing British make being available. 

A further instance of pioneering 
work by A.C.E.C. is to be found in 
the design and manufacture of the 
largest sizes of high speed two-pole 
alternators for driving by turbine. 

Today, having survived the long 
years of two World wars the 
A.C.E.C. Works, rehabilitated and 
rejuvenated, and possessing con- 
siderably extended factories with up- 
to-date equipment, both as regards 
manufacture and research, have avail- 
able an extremely large range of 
production which it would be 
difficult to rival. 

The total number of personnel is 
approximately 11,600 and the capital 
of the Company is 437,740,000 
Belgian francs. 

The Company’s activities are spread 
over four great Works (covering a 
total area of 220,000 square metres) 
each with its own specialised scope, 
which is described subsequently. 
Only an actual visit of inspection, 
however, can convey an adequate 
impression of the full extent and 
capability of the A.C.E.C. organisa- 
tion. 

Many manufacturing concerns can 
be said to have an individuality, and 
such can certainly be claimed for 
A.C.E.C, 

A tour of the Works, and dis- 
cussion with their personnel, give 
the visitor a vivid impression of 
enthusiasm and vigour, and it becomes 
apparent that while old in experience 
and achievement, the Company is 
pertnnially young in aspiration and 
advancement. 

One of the four Works mentioned 


is illustrated in these pages and the 
others are of similar importance while 
differing in organisation and in pro- 


duction. The activities of all t 
Works can be summarised as 
follows: 

Marcinelle - Villette Works — 
Charleroi. 


This works is primarily devoted to 
heavy electrical engineering, com- 
bined with an extensive insulated 
cable factory. 

Ruisbroek Works—Brussels. 

This is divided into two sections. 
One side is a completely mechanised 
factory for the mass production of 
the smaller class of electric motor up 
to 30 h.p. The other side produces 
railway signalling equipment. 
Herstal Works — Liege. 

The principal products are the 
various forms of Switchgear and 
Control gear, both high and low 
tension, large transformers which 
are shared with the Charleroi Works, 
high frequency furnaces for special 
applications, including heat treatment, 
Marcinelle Works—Charleroi. 

This is entirely devoted to the 
manufacture of electronic products in 
all forms including an important 
section turning out mercury arc 
rectifiers. 

The Overall Picture. 

The characteristics of each separate 
Works will thus be understood, and 
an attempt will now be made to give 
the overall picture, which is necessarily 
limited by the vastness of the A.C.E.C. 
field of activities. 

The A.C.E.C. Large Machine 
Department designs and builds alter- 


D.C. Reversing Motor 6,500/19,000 h.p., 45/100 r.p.m. 
driving and rolling mill. 


nators in all sizes up to the largest 
which are, naturally, for driving by 
steam or water turbine, as the case 
may be. Fly-wheel alternators are 
also made for driving by Diesel or 
other prime movers. The same sec 
tion manufactures D.C. motors for 
rolling mills and colliery windings, 
also large asynchronous and synchro 
nous A.C, motors for all purposes 
One of the illustrations shows a 
winder directly driven by a D.C 
motor with a rating of 4,900/9,80 
(peak) h.p 

Thank. ‘to cial design and the 
introduction of an improved cooling 
system, turbo-alternators can be 
produced up to 125,000 k.v.a. at 
3,000 r.p.m., with a relative economy 
of floor space and with unusually 
high electrical efficiency. 

It has lately been possible for 
A.C.E.C. to wind turbo-alternators 
directly for system voltages up t 
36 k.v, while maintaining the same 
degree of security as would be 
afforded by the use of a combined 
alternator-transformer set. 

Synchronous motors are made with 
very large ratings up to 3,500/11,500 
h.p., which ranks + tre amongst the 
biggest units hitherto made in the 
entire world. 

Reference has already been made t« 
electric traction motors, which in a 
former period were installed in the 
tram-cars of most European coun 
tries. But since 1945 A.C.E.C. have 
been making cars of the “P.C.C.” type 
as introduced in America, which are 
the most up-to-date cars at present 
available. yme 4,500 of these cars 
are either in operation or on order. 

On the other hand, where tram-cars 
have been superseded, in certain 


a aes 


: : ea Pa Jo Se ‘ Bay _ a eee gi xt bet: wee, a tah % ae ai ieee Be 15 . 
~ 25d i , 
ee 12 PE 
NL LL 
= 
: $$ LL SL Sn 
. b 
oi ee 7 
: i 
e ” 5 
ui ay 
; ‘’ 
” Soa 
| is 
Se or) —awi = | hk 2) ee = 
ge i | Sa oe me > ie 4 
oer are ie : ra teks = “| 
N a rie ‘gu ae i pes . ta _—a) 
5 4; f. asa : aa) — pe 3 5 i a\\ = say 
iia scree 2 Ye 
= r oe ag £ , = & b. aes Ey ay , tices Ee hs ca aE ; - . 4 fe 
ee . oe x ge ao meee a ee ‘e 
eo vatigely SOR so coe Poe es ee © a eran ‘Sat = 
ELE OSLO TS TSE SPEAR, 8 SENET SS AR RR TS ES 
: ; = a agit | ws 


JANUARY 25, 1951 


ARLEROI 9 , 


~ SSS ed 


countries, by trolleybuses, A.C.E.C. 
are equally able to cope with such 
demands and have standard trolley- 
us equipments available. 


ariety of Manufacture. 

In addition to catering for local 
transport, A.C.E.C. are also in the 
field of railway electrification, both 
suburban and main line. Particular 
mention should be made of 25 loco- 
motives supplied to the Belgian 
National Railway System and capable 
of a speed of 84 m.p.h. 

3.C. have likewise played a 
prominent part in the electrification 
of the routes—Brussels/Antwerp and 
Brussels/Charleroi, supplying not only 
the traction motors and controllers, 
but also rectifiers and transformers 
along the route. 

_ The range of A.C.E.C, transformers 
is very wide, covering small, medium 
In the latter case, 


, 

The introduction of HIPE RSIL 
grain-oriented steel laminations has 
led to revolutionary developments in 


tion, and, therefore, a higher degree 
of security. 

Centrifugal pumps in all sizes 
ranging from those for domestic 
purposes to the most powerful 
pump; required for evacuating dry- 
docks, are made by A.C.E.C. 

As regards electric motors, in 
addition to the specific types already 
mentioned, A.C.E.C. are able to 
supply motors suitable for all kinds 
of special applications, such as, 


One of the A.C.E.C.’s 


flame-tight and explosion proof for 
use in coal mines and in oil refineries, 
etc., and also types specially designed 
for use on board ship. 

By contrast with the smaller class 
of motor up to, say, 20 kw at 1,500 
r.p.m. which A.C.E.C. have been 
producing for a quarter of a century, 
a close standardisation has taken 
place combined with a high degree 
of inter-change ability, and with the 
smaller number of sizes thus obtained, 
it has been possible to turn out these 
motors in squirrel-cage A.C. types, 
whether a enclosed or ordinarily 
ventilated on mass production lines, 
for which the Ruisbroek Works has 
been specially organised. 

A.C.E.C. have had some 40 years’ 
experience in the design and produc- 
tion of railway signalling equipment, 
and that in current use on the Belgian 
National Railway System is of their 
manufacture. 

Special systems of signalling are 
also available for use in coal mines. 

The range of switchgear includes a 
large variety of circuit breakers, con- 
tactors, relays, Rheostats and con- 
trollers. Such switchgear is available 


D.C. motor 4,900/9,800 h.p. direct coupled to a 
colliery winder. 


for both small and large power sys- 
tems. In the latter connection it 
seems desirable to make special men- 
tion of the “low oil content” type of 
circuit breaker which has been made 
for working voltages of 45 kv to 
220 kv, and with a rupturing capacity 
up fo 3,500 m.v.a. (at 220 kv). 

The manufacture of insulated cables 
is one of the principal A.C.E.C. 
activities, and is carried out in a self- 
contained factory of a very large size. 

The production of insulated cables 
covers all possible applications rang- 
ing from ordinary rubber insulated 
cable for domestic and work-shop 
use to the paper insulated lead 
sheathed types used for power supply 
mains. 


Between these two extremes are 
included all the usual varieties of 
insulated cables for different purposes. 
For instance, P.V.C. or tough 
rubber sheathed mining type cables, 
tyPe H metallised cable for E.H.T. 

ystems, etc. A prominent section of 
‘ is Works is that devoted to the 
manufacture of telephone cable for 


all pu urban, trunk or inter- 
national lines. 


Notable Installations. 


A very notable y~-ers which 
has been furnished by A.C.E.C. is 
the long distance telephone network 
in Belgium which was begun in 1926 
and is still being extended... A.C.E.C. 
were also mainly responsible for the 
international lines radiating from 
Brussels up to the frontiers of neigh- 
bouring countries. 

Cables are made for special purposes, 
such as radio transmission, ctc., too 
numerous for individual mention, 
but it should be indicated that A.C.E.C. 
are_manufacturers of their own cable 
boxes for all purposes as well as 
possessing a section which produces 
electrical conduit in both British and 
Continental types. 

A feat which deserves special 
mention is the laying across the Congo 
River in the year 1937 of 2,000 metres 
of combined high tension and tcle- 
phone submarine cable. This was in 
a single length, weighing 30 tons, and 


works. Marcinelle-Villette, Charleroi. 


has to withstand very strong ~—, 
currents. 

In the field of electronic develop- 
ment, A.C.E.C. are now taking an 
— part. A special works has | : 

en set aside for all the developments ~ 
involved. The manufacture of mer- | 
cury arc rectifiers, which was pre-§ 
viously done elsewhere, has been | 
transferred to this section, which is = 
now producing a very large range of 
electronic equipments, such as, radio 
teleprinters, electronic specd ee 
tors, control devices for electric 
welders, radio frequency generators, 7 
fluorescent lamps and accessories, 
photo-clectric cells, magnetic wire | 
recorders and business dictating 
machines. Other most “tate 
developments in this field are also™ 
_— place, particularly in Super-7 . 


Testing and Research. F 

The elaborate standard of organisa-~ 
tion which has been attained in” 
equipping these Works is necessarily” 
supported by a correspondingly hight 
deg:ee of control, inspect’on, test and > 
research. 

As some instance of the testi 
facilities which have been provide 
mention should be made the test 
pits for centrifugal pumps which - 
the largest existing in Europe, 
high tension impu fee testing vee 
tory which is aes Pe of applying 
impulses of 1,200 kv and the short 
circuit testing station for oil and air 
circuit breakers of high rupturing 
capacity. 

A.C.E.C. attribute the greatest 
possible importance to the value of 
research work in the electrical industry. 
Supplementing the individual testing 
departments and the centralised chemi- 
cal and physical laborator'es, a new 
physical research laboratory has 
recently been established. Research 
of all kinds is carried on by expert 
personnel and mainta’ns a constant 
advance on practical manufacture. 
Intimate contact with progress in 
other countries such as U.S.A. is 
kept by specially appointed liaison 


engineers. 


. 
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appreciate the “up which they $o obtain. 
Some clients served Bodden & DechyGe represent any newspaper or 


Colgate-Palmolive group 
Halo Shampoo 
Peo Detergent 


‘ = 
Toni Home Permanent just contact us. If your account is a 
Hoover Ltd. non-competitive one with our existts 
Linguaphone Clients, our 148 Executives and trained 


Kotex staff will give you a hand! 
Kleenex 


Brevitt Shoes 
Revlon Nail Polish 


Seagers Dry Gin 

White Horse Whisky 

Carter's Liver Pills 

Wyler’s Chicken Soup 


Stopcold 
Artois Breweries 


sowers for s 
Advertising 


65-67, Rue du Lombard - Brussels-Belgium - Tel. : 12.9990 (5 lines - 25 ext.) 
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_ blindly on unknown grou 
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Sell Belgium the Belgian way 
Have a preliminary survey 


65 Rue du Lombard, Brussels — Tel. 12.99.16 
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Belgium—a wonderful place 
for a holiday 


and the Meuse and filled 
with natural treasures as 
well as centres of art, Belgium 
is a tourist territory “‘par ex cel- 
lence”. Through her history, 
her industry and her position 
she has always been a vital piece 
in the checker-board of Europe. 
Look first at the treasures of 
the Belgian coast—a narrow band 
of golden sand, with a string of 
watering places. Here is a para- 
dise for children, with its sand, 
surf and sun. It also offers to 
adults its casinos, luxurious 
hotels and lavish carnivals. 


C= across by the Scheldt 


by M. HAULOT, 


Director of Tourism 


It is amazing to note the pro- 
digious renaissance of the 
“littoral” immediately after the 
war which so seriously mutilated 
it. To-day there is no trace to 
be seen of the “Atlantic Wall.” 

Exploring the interior of the 
land, we stand enthralled in the 
centres of art, sheltering within 
their walls an abundance of 
treasures: masterpieces of paint- 
ing. celebrated sculptures, 
cathedrals and belfries giving out 
the sometime glad, sometimes 
solemn notes of the carillon. 

These artistic Belgian towns, 
witnesses of a past glory and 
wealth, recall the passage through 


Above: Tournai cathedral, one of the most ‘picturesque Roman 
cathedrals on the Continent. Below: The Casino at Knocke-Le-Zoute. 


the ages of a steadfast, indus- 
trious people. Indefatigable 
builders, proud burgers, fine 
sailors, the Belgians earned their 
proud heritage long ago. 


All over their land jis evidence 
of their incessant labour: 
Tournai, with its five-spired 
cathedral; Bruges, where time 
has indeed stood still, with its 
swan-decked canals, its traditional 
lace-workers — the greatest art 
centre of the world since the 
eclipse of Nuremberg; Ghent, 
with its massive castle of the 
Counts of Flanders, its belfry 
tipped with a gilded dragon, the 
famous painting of the Van Eyck 
brothers in its cathedral, the 
Mystical Lamb; Liege, and its 
palace of the Bishop-princes; 
Antwerp, seaport and art centre 
combined, home of Rubens; and, 
lastly, Brussels, the capital, with 
its unique Grand'Place and in- 
‘comparable Hotel de Ville. 


The nine Belgian provinces 
present a moving story for his- 
tory-lovers. The rich soil of this 
cross-roads of Europe is spattered 
with the blood of past battles, 
for, through the centuries, it has 
been coveted by European con- 
qguerors, Fleurus and Waterloo, 
the Battle of the Yser and the 
sturdy defence of Bastogne—all 


Belgium Supplement—ADVERTISER’S WEEKLY 


The River Meuse, a paradise for 
fishermen 


are landmarks 
history. 

But there is a third territory 
waiting to be explored, and none 
the less _ interesting — the 
Ardennes, with their caves and 
forests, fast-flowing streams, re- 
mote valleys and _ sparkling 
villages. Especially in autumn, 
the Ardennes have a charm all 
their own. Seen from road, raik 
or footpath, the Ardennes present 
an enchanting panorama, with 
intriguing byways leading to old, 
uninhabited chateaux. 

Just as the seashore has it¢ 
tang of salt and seaweed, so the 
Ardennes give out their distine- 
tive odour of wood smoke and 
dank ground. 

Everywhere in Belgium are ex< 
cellent hotels and inns, as well 
as a most up-to-date transport) 
system. But what counts even) 
more, perhaps, is the welcome of 
a hospitable people who do not” 
shut strangers out. Pay Belgium 
a visit—you will discover a small 
land overflowing with natural? 
beauty and artistic treasures. ; 


in continental 


The Belgian Congo Market 


(Continued from page 10) 


trade has increased considerably 
as compared with pre-war, al- 
though in a lesser proportion than 
that of South Africa, Canada and 
Australia (not to speak of the 
U.S.A.). 

The U.K. has been importing 
substantially more from the 
Congo than she has exported to 
the Congo. This “unfavourable” 
balance is, however, materially 
reduced by invisible exports 
(ocean freights, insurance, receipts 
from investments). 

Yet a larger volume of business 
could be transacted between the 
two countries. The obstacles to 
its expansion are, on the one 
hand, the restrictions put on im- 
ports from, and investments in, 
the Congo by the British Customs 
and Exchange Regulations, and 
on the other, the fact that the 
prices of British manufactures are 
often relatively high and that ab- 
normally long terms of delivery 
are frequently stipulated. Gener- 
ally speaking, the quality of 


the importing firms and _ their 
customers. 

The Board of Trade is doing 
good work in calling the atten- 
tion of possible suppliers ‘o 
orders put up for public tender 
in the Congo. 

If more British businessmen 
would visit the country and, in 
particular, British manufacturers 
of a given industry would jointly 
establish agencies in the Congo 
for a continuwus survey of the 
market, as the Belgian steel mills 
and machine builders have done, 
there is little doubt that they 
would develop their sales. And 
as the British Government gradu- 
ally relaxes its restrictions on im- 
ports and investment, the Congo 
may expect to find an expanding 
outlet for its products in the 
United Kingdom, and welcome 
new British ventures. 

The Congo is richly endowed 
with natural resources, and both 
the capacity to produce and the 
purchasing power of its popula- 


British. goods is.appreciated by . tion.are, rapidly. ingmasipg, 
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central geographical location 


most modern dock system 


highly efficient cargo-handling 


facilities 


excellent barge, railroad and 


motor transport services 


network of 240 regular shipping 


lines 


make 


THE PORT OF ANTWERP 
AN INDISPENSABLE LINK 
IN INTERNATIONAL TRADE 


For Information apply to: 


The Port Administration Messrs. W. Hall & Co 
(London), Ltd. 
Aston House 
29, Rood Lane 


London, E.C.3 


Economic Information Bureau 
Handelsbeurs 
Antwerp 


| Africa, but began 


JANUARY 


A round-hutted village in the Belgian Congo. 
Livingstone’s Africa 
welcomes tourists 


By A SPECIAL CORRESPONDENT 


HE history of travel over 

the past twenty years 

shows two striking fea- 
tures; the growing popularity 
of tourism among all the 
nations; its rise to an inter- 
national scale as new outlets 
come into favour. 

Already before the last war, 
travel de luxe was giving place to 
popular tourism. Switzerland, 
Portugal, Austria, the Rivieras— 
all were reporting a new, more 
democratic class of visitors. The 
more wealthy tourists were busy 
looking for new centres and 
fresh continents to explore; 
tourist agents were being called 
on to provide new attractions. 

North Africa and the Medi- 
terranean offered safe and well- 
prepared ground—¢he Americas, 
also, had the attraction of a 
strange, new world. Finally, 
darkest Africa claimed attention, 
with its unexplored possibilities, 
with the Belgian Congo and 
Ruanda-Urundi as the centre. 
These two territories are a reser- 
voir of fresh resources for the 
tourist market. The littl known 


| Africa of Stanley and Livingstone 
| was ready to open up for the 
| tourist industry. 


The war accelerated the birth 


of communications and contacts 


between East and South Africa 
and the Congo. Tourism no 
longer stopped at French West 
to extend 
southwards into Belgian Colonial 
territory. 

What has this vast hinterland 
to offer the traveller? First. its 
immutable river carrying its 
brown water through jimpene- 
trable forests. White boats carry- 
ing the traveller to and from its 
lush banks. Clearings here and 
there, with the pungent smoke of 
village’ mbunting to the sky, 


nostalgic with ancient mystery. 

At the limits of the great 
forest, in the north-east, all the 
folklore and native legend of the 
Ueele population is to be found, 
off the beaten track in round- 
hutted villages. Here one can 
listen to the beat of tom-toms and 
the music on moonlight nights. 
With the dying day, a new life 
begins. Centuries of atavism re- 
turn to stir up the native and 
divest him of the artificial civili- 
sation we have brought him. 
For hours together he dances, 
tirelessly miming the rites of 
gladness, war and death. The 
imagery of the black man’s 
simple life comes out with 
irresistible rhythm. 2 

For lovers of grandiose nature, 
the Homas des Monts Hoyos, 
immense caves of unfathomable 
depths, have many wonders. 

Then there is the Kivu in all 
its beauty. From north to south 
the Moon Mountains stand to be 
admired, with perpetual snow 
and =xotic vegetation; the curious 
pygmies of the Iturj Forest; the 
Albert National Park, sanctuary 
of the ancient savage splendour; 
volcanoes and, finally, Lake 
Kivu, a pearl mounted in a 
casket of sharp mountains and 
escarpments. Beyond, Ruanda- 
Urundi lies with its verdant hills. 

Still farther south, the Kan- 
tanga rears its high plateaux and 
the wealth of its soil for those 
who seek the industry of the 
Congo. 

In the Kwango and Kasai to 
the west, in a kingdom of rivers 
and forests, the ethnologist can 
study populations of intriguing 
interest. The sculptures of the 
Bakubas and the Balubas and 
the masks and velours of the 
Kasai have an original, style 
which has mdde its impre¥sion 6n 
contemporary aft. 
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Jn Britain it Dirland Brussels 
may be different... 


In BELGIUM however it’s the woman who is 
the economist of the family She decides about 


most purchases So it’s to her that your advertise- d 
ment should appeal Hee p) More Yoom 


Growing youn gsler 


Y is especially edited for the Belgian 

woman! 
y has a circulation of well over 150.000 
copies per week 

V appears every Wednesday and is the 
first weekly to be distributed to homes 
and newsstands every week. f 
y is printed in rotogravure, so no blocks ' . Dorland-Brussels born in 1947 


is in February 
or mats are required. a 


to new and larger premises 
V reaches the better middle classes. at 9, rue Montoyer. 


y places all advertising at the side of text 


ay SB ee ITE ARE PEA COE RRENR S MARR M8 NPA Ee Ce ee lee 


matter without special charge. 
V will be glad to give you all further details, tariff and . 
copies on request The British Travel & Holidays Association— Rolls-Royce 
addressed to E. COOPER, Aero Engines —The Nuffield Group— Procter and Gamble 
(Camay Soap)—S.A.8.—Cecil Shoes—Pyrex Glass— 
Libelle’s U. K. Piedboeuf Beers —Chassart Gin — Liege International Fair 


representative 
DORLAND . .... 


12, St. George street, : at 
LONDON WI. world-wide Advertising | *4*s 


192, RUE ROYALE, BRUSSELS NEW YORK 
18, REGENT STREET, LONDON BERLIN 
iates in 56 other countries 


Servicing, amongst others : 


Telephone : Mayfair 1044 
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That veaches 
sales ging mae. 


%& ‘|! must be recognized that newspaper advertising 1s propor- 
honately more expensive in Belgium. In order to cover the na- 
j ; tonal market, advertising space must be bought in et least 20 
| Write to: Advertising Manager ; = — enitea 
DE VLAAMSE LINIE Publi. C* Pin oom | Ww The New York Herald Tribune in its special issue of No- 
Nieuwland 77 Ss : i ie vember 21th “Belgium's Economy Hits Its Post-War Stride” 
Brussels (Belgium) Sa . ,  ———— writes that way 

W Yet there 1s something better and cheaper to cover the mar- 
ket. Don’t advertise in 20 dailies, stick to the most interesting 

public, the sales-getting market 


Ww Your advertising in De Viaamse Linie will weekly reach out 
to 40.000 doctors, lawyers, industrials and trading people. 


Lind FOOD & HOUSEKEEPING EXHIBITION 
BRUSSELS 


October 6th—2\st, 1951 


One of Belgium's greatest national exhibitions—soon to celebrate its 25th anniversary—occupying 25,000 sq. metres 
(about 6} acres) and boasting 


SIX SPACIOUS EXHIBITION HALLS 


’ (Palais du Centenaire) 


This is a specialised exhibition without equal in the whole of Europe. It gives manufacturers and business men 


. connected with the Food and Allied Industries a unique opportunity to display the complete range of their products 
before a general public drawn from many European countries. 


As part of the 22nd Food & Housekeeping Exhibition there will be, in Palais No. 2, the 


4th PACKAGING EXHIBITION 


which is, in itself, destined to become a leading Belgian Exhibition 


Information from the permanent exhibition offices :— 
10 PLACE DE BROUCKERE. Telephones: 18.08.45 and 18.15.80 
BRUSSELS 


BELGIUM 
for really good food 


for a genuine welcome 
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gium is divided into two 
main regions, French (Wal- 
loon) and Flemish. 

The language frontier runs 
roughly from east to west, from 
Visé on the Meuse through 
Waterloo to Menin on the river 
Lys (see map). The Flemish 
spoken north of this demarca- 
tion line differs from the Dutch 
spoken in Holland only as much 
as American English does from 
the English spoken in Great 
Britain. 

French is spoken by the 
Walloons living south of the 
linguistic frontier. Although 
lying in the Flemish area of the 
country, Brussels is bi-lingual, 
with French predominant. 

This peculiar situation, which 
is still sometimes ignored or mis- 
understood abroad, should never 
be lost sight of when advertising 
in Belgium. It implies that a 
national coverage cannot be 
obtained through Press advertis- 
ing, unless both French and 
Flemish newspapers are _ used. 
The question whether they should 
be used in equal proportion, 
however, cannot be answered by 
figures alone. 

The Flemish population in 
Belgium amounts to nearly 60 
per cent of the total, the French- 
speaking to slightly more than 
40 per cent.* 


French and Flemish 


Circulations 


In apparent contradiction with 
these figures, the total circulation 
of the French daily Press is 
larger than its Flemish counter- 
part. Moreover, 27 French 
dailies are published, as against 
14 Flemish. Some French papers 
circulate not only among the 
French-speaking population but 
also in the Flemish part of 
Belgium, whereas the penetration 
of the Flemish papers in the 
Walloon part of the country ‘s 
negligible. 

The most important French 
dailies are published in Brussels. 
They give a good coverage of 
the Brussels area, penetrate 
slightly among the Flemish 
population and spread out more 
or less extensively in the Walloon 
part of Belgium. 

Apart from these Brussels 
dailies there is a whole series of 


L= UISTICALLY, __Bel- 


*For the sake of simplification, 
German, which is spoken by approxi- 


not been dealt with in this article. 


provincial newspapers. The most 
important of these, with a circu- 
lation equal to those of its big 
Brussels competitors, is published 
in Liége and covers the whole 
South-East. 

Others have their circulation 
limited to a town and its subur- 
ban area. Liége itself has five 
newspapers, Charleroi four; and 


Welcome news! 


British readers will be glad 
to hear that in the course of 
1951 an independent organi- 
sation will be created in 
Belgium for the purpose of 
auditing and analysing the 
circulation of Belgian publi- 
cations. 


some of these have special issues 
for smaller towns like Mons and 
La Louviére. Verviers, Namur, 
Tournai, etc., have their own 
dailies. 

We may therefore say that 
there is not a single area in the 
Walloon part of the country that 
cannot be easily covered, either 
separately through the local daily 
Press or, within the scope of a 
national advertising campaign, by 
means of the Brussels daily Press 
supplemented, when the appro- 
priation permits, by provincial 
dailies. 

The situation on the Flemish 
side is very different. The impor- 
tant Brussels Flemish dailies 
give a wide coverage of the north 
of the country, but some 
Antwerp and Ghent papers also 
radiate throughout Flemish 
Belgium. 

On the other hand rather 
important Flemish towns like 
Courtrai, Bruges, Louvain and 
others have no local daily paper, 
the Flemish provincial dailies 
being all concentrated in the 
administrative “chief towns” of 
the Flemish provinces: Antwerp, 
Ghent and Hasselt. West 
Flanders, however, is an excep- 
tion, no daily paper being pub- 
lished in this province. 

Worth noticing also is the fact 
that French dailies are still 
published in Antwerp and Ghent. 
They originate from the time 
when the Flemish upper and 
middle classes considered Flemish 
as a mere dialect and made it a 
point of honour to speak French. 

At that time, French was the 
only official language in Belgium, 
partly as a reaction against the 


by ANDRE JADIN, 


Assistant Manager, Dorland & Crawford Service, Brussels 
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How to run a national campaign 


in a two-language country 


situation which had led to the 
Belgian revolution of 1830 and 
the secession from the Nether- 
lands. This changed very slowly, 
the official] policy finally switch- 
ing over towards bi-lingualism 
under the pressure of the Flemish 
public opinion. This evolution 
culminated in Flemish and 
French mono-lingualism in their 
respective spheres of influence 
in the years preceding the last 
world war. 

Nevertheless, a minority of 
people, living among other places 
in Antwerp and Ghent, continue 
to speak French. This explains 
how French newspapers can 
maintain themselves in these 
towns. The circulation of such 
Papers is proportionately small, 
but as they have the readership 
of a wealthy class of the popula- 
tion, they are far from being 
negligible for advertisers. 

A limited coverage of a 
definite area in Flemish Belgium 
can, therefore, only be obtained 
through the daily Press in 
Antwerp, Ghent, or Hasselt. 
Complete coverage of Flemish 
Belgium is easily possible, either 
by means of Brussels papers 
alone or, if a more extensive 
campaign is desired, with the help 
of the Antwerp, Ghent and 
Hasselt local dailies. 

This <enea between the 


+, tens 
er es 
Prt wows 


French and Flemish dailies might 
be supplemented by another 
between their respective readers. 
Flemish and Walloons do not 
react in the same way towards 
advertising. The Walloon popu- 
lation, mainly industrial, is 
quicker witted and therefore 
more receptive. It is more willing 
to change or try new products. 
The Flemish, mainly agricultural, 
have slower reactions and are 
therefore more stable. They are 
not easily convinced, but when 
they have adopted a product, 
they stick to it. 


Apportioning The 
Appropriation 


sng 


These; few remarks make it © 


clear that an advertising appro- — 


priation in Belgium must not 
necessarily be shared in direct 


proportion with demographic 
figures. 
How it should be shared be- 


tween French and _ Flemish 
dailies, and which dailies should 


be selected, are questions that © 


cannot be answered by formulae. 
Owing to the complexity of the 
problems involved, the help of 
advertising experts on the spot 
should always be enlisted. Each 


mene 


case must be considered on its © 
own merits. In advertising, there P 


is no golden rule. 


@ Louvown 


Liege @ 


This map shows the demarcation line between the two linguistic 


actin to Gai This line has practically never changed through- 


out the centuries. However, the latest languages census, Ae results 
of which have not yet been officially published, indicates that French 
Flemish territory 


is gaining steadily in the 


on the outskirts of Brussels. 
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LLUSTRATED papers will 

carry your message to seven 

Belgians out of ten. It is 
only necessary to consider this 
fact to realise the value of the 
Belgian illustrated Press for 
advertisers, and especially for 
advertising products bought by 
women. 


Most advertisements appearing 
in these journals are for beauty 
products, cosmetics, perfumes, 
toilet soaps, food and, in fact, 
everything connected with the 
household and its welfare. Soap 
and similar commodities domin- 
ate the advertising columns of 
most Belgian periodicals. 

Periodicals make the round of 
the whole family, and each issue 
is read on an average by three 
people. Editorial policy takes 
this into account. 


Two Main 
Categories 


The Belgian illustrated Press 
can be divided into two principal 
categories : 

Family Publications: The 
chief of these are in Flemish. 
It should be borne in mind that 
six tenths of the population uses 
this language. Ons Land has a 
circulation of 176,000 and is read 
chiefly by the rural population, 
lower middle class and workers. 
Zondagsvriend (circulatioa 
125,000) reaches the middle and 
lower-middle classes. 


The 


20 
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illustrated press is a 


“must” for advertisers 


by HECTOR J. BOURLARD, 


The French magazines are Le 
Patriote_Illustre —_ (circulation 
100,000) a patriotic paper read 
by A and B classes, especially 
large Catholic families with high 
purchasing power; and Le Soir 
Illustre (60,000), more or less 
national, read by upper and 
middle classes. 


Women’s Periodicals: Libelle, 
published in Flemish and French, 
has a total national circulation 
of 180,000. It penetrates widely 
into feminine B and C classes; 
Vrouw en Huis (115,000), also 
B and C classes; Elle, Belgian 
edition of the French magazine 
of the same name, with a circu- 
lation of 48,000 and read by A 
and B class women jis useful 
above all for beauty products, 
but less useful for general house- 
hold articles; Femmes d’ Aujourd 
‘hui has the largest circulation of 
all—420,000. Readership is 
mainly in C and D classes; Rijk 


La Métropole 


| 


Director, Marc Nagels S.A., Antwerp 


der Vrouw (70,000) is the Flemish 
edition. 

A recent investigation made by 
Libelle, has disclosed that 87 per 
cent of Belgian women read one 
or more women’s papers. This 
is a valuable indication of the 
importance of this type of media. 

The value of other periodicals 
is not to be disregarded. One of 
the most interesting is Selection, 
Belgian edition of Reader's 
Digest. I\ts circulation is over 
150,000. Well presented, it is 
read mainly by A and B classes. 
It contains regular advertisements 
in colour, litho-offset printed. 

Pourquoi Pas?, a political and 
satirical review, circulation 
107,000, is read principally by 
men in classes A and B. 


Mainly B and C 
Readership 


Week-End has Flemish and 
French editions (the latter the 
largest), total circulation 125,000. 
It circulates throughout the 
country, but is sold mainly in 
Brussels and Antwerp to B and 
C class readers. 

Le Moustique and its Flemish 
edition Humoradio (220,000 and 
and 60,000 respectively) are read 
by B, C and D classes. 

Practically all the illustrated 


magazines are printed by rota- 
gravure in sepia or black. A few 
use two colours, and one or two 
use four colours. Closing dates 
for advertisements vary from two 
to six weeks before publication. 


Total Sales— 
Two Million 


Total circulation 
periodicals is more than two 
million. Taking into account 
people reading two and three 
papers this figure can safely be 
multiplied by three—the average 
being four persons to a house- 
hold—making a total of six 
million people who may be 
reached through the periodical 
Press out of a total Belgian 
population of some 84 millions. 

It is safe to estimate that 70 
per cent of the population is 
influenced by publicity in the 
illustrated journals, 

One important point should be 
borne in mind by advertisers: 
The illustrated magazines are 
good pullers if the advertising is 
continuous. The daily Press on 
the other hand, is more aggres- 
sive and consequently better for 
advertising novelties, also for 
creating short-term demand and 
quick reaction on the part of the 
consumer. 


of these 


A paper for political, diplomatic and economic 
information, with a nation-wide circulation 


Founded 1894 
Published daily 


Circulated amongst the persons 
with a high purchase power 


34 REMPART DU LOMBARD, ANTWERP 


Brussels branch office : 


73 RUE ROYALE 


The inner man really matters in Belgium, as many British service- 
men, who in 1945 found a just-liberated land well supplied with good 
food, can bear witness. It is not surprising, therefore, that the annual 
| Food and Housekeeping Exhibition ip Brussels should be regarded as 
| a major national event. Here is a general view of the 21st Exhibition 

last year; the 1951 exhibition will be held from October 6-21. - 
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OFFICE DE PUBLICITE 


S.A. DEPT PUBLIC. 


Since 1854 


the service of advertisers! 


The oldest Belgian advertising agency. 

And the most wide awake ! 

It designs, prepares and distributes advertising 
matter of all kinds: from advertisements any- 
where in the Press to publicity articles and 
gifts, including posters, hand-bills, films and 


radio. 
CONSULT US! 


36, RUE NEUVE, BRUXELLES 
Cables : OFPULEB 2 


st 


AMSTERDAM 
SCANDINAVIA 


at 


when you fly Gabena 


The friendly aspect of air travel is fostered 
on every trip made by Sabena’s modern 
airliners. Individual comfort, excellent 
cuisine and a complete absence of the cus- 
tomary travel worry leave you fresh and at 
ease no matter how long your journey. 
Services are fast and frequent from London 
and Manchester, linking the major cities of 
four contents. 
te NICE a NAPLES * ody. —_ = ao ——- oot -— or 
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ial LISUON 


ZURICH 
sw Ars 


BELGIAN AIR LINES 
LONDON—MAY fair 8292 
MANCHESTER—Deansgate 6956 
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UTDOOR advertising has 

always played an import- 

ant role in Belgian adver- 
tising budgets. Since 1946 this 
has been even more so, due 
principally to the comparative 
cheapness of this’ form of pub- 
licity and a great improvement 
in its quality. 

It can be said that, at the 
present time, the big advertisers 
generally attach more importance 
to outdoor sites than to any 
other medium. In the last few 
years, contractors have succeeded 
in making the whole proposition 
much more attractive. The main 
improvements consist of: 

Larger standard poster sizes. 

Permanent sites. 

New methods of presenta- 
tion. 

Larger standard poster sizes.— 
Whereas before the war the 
standard dimensions were 1-20 
metres x 1°60 metres (approx. 
4 ft. x 5 ft. 4 in.) and only the 
largest advertisers could run to the 
equivalent of the English 16-sheet 
and over, it is now generally 
realised that, over an equal area, 
1 few large posters have a better 
effect than a _ proportionately 
greater number of small sizes. 

Further, a panel containing 
one single large poster bordered 
with a colour to match its general 
scheme and framed in black, has 
a much more artistic eye-appeal. 

The current smaller sizes are 
regulated by dividing by two the 
greatest dimensions, e.g. 9 ft. 6 in. 
t7 RL TR een F is. 

It follows that the best sites, in 
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Outdoor advertising is 
cheap — and it pulls 


by J. WIBIN, 


Manager, Publicite H.B.P. 


other words, the “solus,” and 
those situated in busy centres, 
are devoted to the larger posters 
and groups of medium sizes, 
while the small bills are relegated 
to less valuable hoardings. 

Permanent  sites-—More and 
more important advertisers are 
demanding their own exclusive 
panel—sites which they use year 
after year, keeping up a constant 
renewal of posters. 

New methods of presentation. 

-The more valuable advertising 
sites in Brussels and other busy 
centres have practically all been 
ear-marked for large posters and 
groups of medium-sized ones. In 
that way, all sites have become 
partitioned into panels of approx- 
imately twenty square metres 
(216 square feet). The panels are 
constructed of timber, covered 
with a glossy material, and 
framed with expensive mould- 
ings. 

The general aim is to keep the 
panels about 18 in. apart, so as 
to give each one a “solus” 
character and better effect. They 
are also built on 18 in. bases to 


keep them away from the ground 

and thus avoid quick soiling. The 

most popular panel sizes are: 
5-50 metres x 3°75 metres 

(16 ft. x 11 ft.). 

4 metres x 3-75 metres (12 ft. 

x Il ft.). 

7 metres x 3-75 metres (21 ft. 

x 11 ft.), excluding base. 

For more. modest budgets, 
where a mass showing of large 
panels cannot be _ afforded, 
posters can still be placed singly, 
with or without coloured borders. 
But the hoardings are then shared 
by different advertisers, though 


Typical poster site at a railway station. 
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care is taken by the contractors 
to avoid placing competitors side 
by side. 

Under Belgian law, painted 
gable ends and easel-panels are 
forbidden along the principal 
highways in the country. An 
alternative system of road signs 
has, therefore, been devised. It 
consists of panels of approxi- 
mately 22 up to approximately 
33 square yards on the walls of 
detached houses which are visible 
to motorists from long distances. 
These carry either one large or 
several small posters, similarly to 
the panels in the towns. The 
better effect is obtained by a 
single, large poster. 

This form of advertising is now 
in great demand by manufacturers 
of popular consumer lines, such 
as cigarettes, beer, motor oil and 
petrol, aperitifs, etc. The roads 
are very busy in Belgium. 

The organisation of a complete 
poster campaign in Belgium, 
covering not only the large cities 
and towns but rural areas, can be 

(Continued on page 24) 


find yours ! 


= = 


POURQUO! PAS? 


BELGIUM’S BIGGEST AND 
GREATEST NEWS-WEEKLY 


@ 40 years of unbroken service. 
The finest class of readers. 


@ Advertisers’ commendations and 


references at your disposal. 


Where so many Advertisers have found a 
profitable advertising medium, you too, will 


POURQUO! PAS?- CONGO 


... HAS ALL THE ADVANTAGES 
OF A GREAT WEEKLY TOO 


In the Belgian Congo, Belgium's great colony, it is 
the most read publication, for the simple reason that 
it is the best informed, and the only one to be distri- 
buted all over the territory. 


London Representative : 
ALBERT MILHADO & CO. LTD. 


Holland House, 140 Cromwell Road, London, S.W.7 


Advertisement Department : 


BRUSSELS 


47 Rue du Houblon Tel. 12.80.36 


LEOPOLDVILLE 
B.P. 221 


Tel. Western 3127 (5 lines) 
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IF YOU CONSIDER 
ADVERTISING ON THE 
BELGIAN SCREENS 


BELGIQUE CINE 


WILL DO THEIR BEST 
TO HELP YOU IN 
THIS RESPECT 


BELGIQUE CINE 


64 RUE DE LA LIMITE 
BRUSSELS 


TEL 17.12.18 - 18.39.74 


. MANAGING DIRECTORS: 
MAURICE AUBRY, JEAN BOULVIN 


Belgium Supplement—ADVERTISER’S WEEKLY 


Emmett s 


BELGIUM has a 


friendly atmosphere ; 
at least, we have 


always found it so! 
Individualistic, competitive, she nevertheless welcomes 
the outside world. British goods have long enjoyed a 
prestige with Belgian buyers built upon years of honest 
trading. Derived trom this long record of service to 
Belgium, the veritable mine of information and the 
wealth of facts and figures available might well confuse 
the newcomer to this market. 

To point the most lucrative path within the limits 
set by sales appropriation, demands discrimination and 
an intimate knowledge of the country. Jt is logical to 

turn to E:mmetts for guidance. 


ate at home 


With justifiable gratification, Mr. 
A. J. Steylaers, director of Emmetts 
Overseas, himself a Belgian, can point to the successful 
application of many marketing and advertising plans 
aimed at Belgium which have been carried out entirely 
within the Emmett group. May we have the chance 
of discussing such service with you? Preliminary talks 
_ entail no obligation, of course. 


in BELGIUM 


THE EMMETT GROUP 
World Publicity and Marketing 


Thirty 
Bouverie Street, 
London, E.C.4 


Tel: Central 6722 
Cables: EMETADS, 


London. 
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154, STRAND 
Ww.c. 2 

Tel. Temple bar 0593 

Teleg. INTERHAVAS 


134817 Bd Ad. MAX 
TELEPH. 17.41.70 
Teleg. HAVAS - Bruxelles 


Succursales 


ANVERS - CHARLEROI 
GAND - LIEGE 


Daily air services for the 
world’s business men 


the advantages of using 

aeroplanes for travel or 
freight are provided with excel- 
lent facilities to and from Bel- 
gium. As one notable example, 
there are regular daily services, 
each taking 75 minutes between 
London and Brussels in aircraft 
of Sabena and British European 
Airways. Service is prompt and 
courteous, the cuisine excellent. 

Belgian men and machines have 
played an important role in the 
story of civil aviation. To-day, 
Belgian aircraft operate over a 
total of 37,000 miles of routes— 
11,000 miles of these are Belgium 
Congo routes, 15,000 inter-con- 
tinental and the remainder is 
composed of shorter European 
trips. 

Belgium’s air service, which 
covers four continents, 24 coun- 
tries and 63 major cities, began 
as long ago as 1919 when the 
Société Nationale d’Exploitation 
des Transportes Aeriens (SNETA, 


Beet men who realise 


for short) first started to fly 
regular passenger services. In 
1920 the first liaison between 
Europe and the Belgian Congo 
was made—LARA—Ligne Aeri- 
enne du Roi Albert. Four years 
later, the first mentioned organ- 
isation received the title by which 
it is known to-day, the Société 
Anonyme Belge d’Exploitation 
de la Navigation Aerienne—or, 
more familiarly, SABENA. 

Sabena has more than 175 
years experience to its credit and 
operates a fleet of 61 modern 
aircraft, manned by veteran pilots 
and crews. 

One of the most important 
Sabena developments in air trans- 
poration has been the great in- 
crease of freightage carried over 
the past few years. Freight car- 
ried includes nylons, gold dust, 
such perishables as fruit and 
flowers and, among other live 
stock, a pack of lion cubs—which 
caused quite a stir when they 
were on show in the Regent 
Street offices. 


Outdoor advertising is cheap 


(Continued from page 22) 


entrusted directly to a contractor 
who owns such sites. Placing 
direct usually ensures greater 
efficiency than ordering through 
intermediaries. 

On demand, and without obli- 
gation, such a concern will sub- 
mit complete estimates. 

For sizeable campaigns it is 
usual for the client or his repre- 
sentative to accompany a mem- 
ber of the contracting firm on an 
inspection tour of the principal 
towns, so that the best sites can 
be chosen in collaboration. How- 
ever, when it is a question of 
small posters. rather than large 
panels, the allotment of sites can 
be safely left to the contractors 
to act in the client’s best interests. 

Once the estimate is approved. 
and the sites chosen, the posting 
is done at the required date. As 
soon as the fixing is complete, the 
client receives a detailed geo- 
graphical list of his sites, so that 
they can be inspected and 
checked at his convenience. 

For campaigns over one month. 
it is best to allow for a number 


of replacement posters. This 
reserve should not be less than 
10 per cent of the number of 
sites, and slightly more during 
bad weather seasons. 


Help for British 
exporters 


RITISH exporters may find 

that just the help they need 
will be forthcoming from the 
Association des Grandes Entre- 
prises de Distribution de Belgique 
(A.G.E.D.), a non-profit making 
organisation which represents and 
looks after the interests of ms 
member firms, the department. 
limited-price and specialist stores. 
A.G.E.D. takes no part in com- 
mercial transactions, but apart 
from this its activities are wide- 
spread, covering the economic, 
fiscal and social fields. 

Address of the organisation is 
26 Boulevard  Bischoffsheim. 
Brussels, and the general manager 
is M. René Micha. 
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La Derniere Heure 


NAL BELGE, LE MIEUX RENSEIG 


Belgium’s best known indepen- 
dent daily newspaper. Read 
widely throughout Belgium by 


many classes — professional and 
middle-class, skilled artisans 
and workers. 


DAILY CIRCULATION 


200,000 


LA LIBRE BELGIQUE 


Independent political daily 


paper with a leaning towards 
Conservatism, The Belgian 
paper with the greatest num- 
ber of postal subscribers. 


DAILY CIRCULATION 


190,000 


4 a 

{dvertisement Contractors : LA GENERALE PUBLICITAIRE S. A. 
48-50 Boulevard Adolphe Max, Brussels, Belgium 

Represented in England by: H. V. GOULD, 143-144 FLEET STREET, LONDON, Tel, CEN 2110 


The leading 
Hotel of ; 


BRUSSELS 


HOTEL 


A view of the Roof Garden 


MIE DIROBORLE ise cote oie ci 


The RESTAURANT and GRILL 


are famous throughout the Country 
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" You CAN take it with youl, 


So easily by... 


DOVER—OSTEND 


sea route 
Your goods for export, 


your car and baggage. Yourself. 
. safely, swiftly, punctually, comfortably. 


For full information apply to: 
BELGIUM HOUSE, 167 REGENT ST., LONDON, W.1I, or C.B.O. VICTORIA STATION, LONDON, S.W.1 


Published by the Proprietors, BUSINESS PUBLICATIONS. Led., ‘at their office at 180, Fleet Street, London, E.C.4. “(Phone : Chancery 8844) 
January 25, 1951. Printed in England by Staples Printers Limited at their Great Titchfield Street, London, establishment. 
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when buyer turnover is stepped 
u 

P39. Spread information about 
all types of products in as wide 
a sphere as possible in the hope 
that someone wil] get an idea of 
some way to adapt the product 
to the furtherance of the defence 
effort. 

28. Establish craftsmanship of 
American products at a time when 
well-established foreign products 
are cut out of the market or when 
foreign products have entered the 
market as substitutes. 

29. Gain reasonable acceptance 
of one style or another where 
normally a choice of several 
colours and styles might be 
available. 

30. Work in the national 
interest to sell bonds, conserve 
strategic materials and_ enlist 
support for worthy charities and 
such public service causes as 
those sponsored by the Advertis- 
ing Council. 


U.S. Prestige Ads. 
Will Be More 


. .* 
Enterprising 

Reactions of business men in 
U.S.A. and in this country to re- 
armament programmes in terms 
of plans and actions are much the 
same. 

This is the 
view of Mr. > 
George Bry- 
son, Young 
& Rubicam 
Ltd., manag- 
ing director, 
who has just 
returned 
from his 
annual visit 
to the States. 

“The trans- 
fer to mili- 
tary produc- 
tion in the 
U.S.A.,” he 
told ADvER- 
TISER'S WEEKLY, 
shortages of many consumer 
goods, with inevitable modifica- 
tions of advertising plans. The 
major shift will be away from 
hard-selling highly competitive 
campaigns to those of an institu- 


afi: 


George Bryson 


“will cause 


tional nature, with advertisements 
designed more to maintain the 
manufacturer’s standing with the 
public than to sell goods. 


“But, as I see it, business will 


(and must) continue to advertise.’ 
Mr. Bryson expects to see more 


enterprising prestige advertising | 


than was generally used during 
the sellers’ market period after 
the last war. 


PUBLIC RELATIONS 


LECTURE SERIES 


Dublin High School of Com- 
merce has inaugurated a series of 
lectures on public relations, the 
first of which was given by Mr. 
Edward F. MacSweeney, publi- 
city manager, Odeon (Ireland) 
Ltd. The course was arranged 
by the Dublin Vocational Educa- 
tion Committee and will continue 
until Easter. 

The class numbers 45. Other 
speakers will include Messrs. 
Joseph Gallagher, Irish News 
Agency; David Hayes, Aer 
Lingus; M. J. Hayes, Transport 
Company of Ireland; Tom 
O’Gorman, Irish Tourist Board; 
Clement R. Hoopes, Economic 
Co-operation Administration Mis- 
sion to Ireland. 


. 
Children’s Art 

The Festival of Britain 
National Exhibition of Children’s 
Art is being organised by the 
Sunday Pictorial with the colla- 
boration of a distinguished organ- 
ising committee. 

Entries are invited from chil- 
dren aged 5 to 16 inclusive. This 
will be the fourth of these exhi- 
bitions organised by the Sunday 
Pictorial. Each year, an award 
of £250 is made by the Pictorial 
to the child whose work 1s 
thought to show most promise. 


U.S. Representatives 
Appointed 


Auger & Turner Ltd. will be 
represented in the U.S.A, by 
Turner, Leach & Co., Inc. Mr. 
Hugh Auger who last visited 
U.S. in 1949, will be meeting Mr. 
Hawley Turner, president of the 
American agency, during his visit 
to the States in the spring. 


Doffs His U.S. Hat To British Ad. 


This tribute to a British adver- 
tisement appeared recently in the 
American journal, Gas: 

“A current. British automatic 
gas water heater advertisement is 
headed ‘Hot Water-Magnifi- 
cently.” In fact, that is all the 
copy, beyond the trade name type 
and manufacturer's name and 
address at the foot of the adver- 
tisement. 

“It was the use of the adverb 
‘magnificently’ as applied to hot 
water that intrigued me, and the 
phrasing itself. If it had said 
‘magnificently hot water’ it would 
have perhaps said it more simply, 
but not so effectively. 

“As it was, I went to the big 
dictionary to get a line on this 
word ‘magnificent,’ which I found 


defined to mean ‘great in deed, | 
or exalted in place; characterised | 


by admirable achievements." 
“And which, my friends, I sub- 
mit just about tells the story of 


to-day’s modern gas automatic | 
water heater, for it certainly is | 
(1) great in deed and (2) character- | 


ised by admirable achievements. 

“My hat is duly doffed to that 
British copywriter, whose in- 
genious choice of a word stopped 
me, made me investigate, and, in 


doing so, made me get a magnifi- | 


cent conception of a magnificent 
hot water service, thanks to mag- 
nificent gas.” 

The advertisement is one pro- 
duced by W. H. Gollings & Asso- 
ciates for Ascot Gas Water 
Heaters Ltd. 
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1 Tou buick SERVICE 


from 


Many basic then the 
Simply 7 soothe plate “ for your machine. . - 


1S7 FARRINGDON RD. LONDON E.C.!. Telephone Terminus 269! (4 lines) 


enomneee: an 


deals with every phase of the textile 


industry. A first quality publication that 
must be on your advertising schedule 


EmMmoTT &@ CO LTD. 


when you sell to the textile manufacturers. 


31 KING STREET WEST. MANCHESTER 3 


Planned 
SALES PROMOTION | 


' Design, Copywriting, pak Display & Photography 


Please contact Group Director, W. Warner 
ASTRAL ARTS GROUP LIMITED and Associated Companies 


* 
245 VAUXHALL BRIDGE ROAD, S.W.1. 


ViCtoria 5303 (6 lines) 


Besterns are the original makers of rubber mats for counter ] 


r space advertising. 
folder to: 


Write for full particulars and illustrated 
NATIONAL ADVERTISERS’ DIVISION, 


REDFERN’S RUBBER WORKS LIMITED - HYDE - CHESHIRE 


EXHIBITION STANDS AND 
DISPLAYS OF QUALITY 


T. ROBINSON 

STUDIOS, LIMITED 

72a Plough Rd., Battersea, S.W.II 
Tel. Nos. Battersea 5300 & 4886 


ABTOTYPE (6 ore 


Photographic Enlargements 
__in all sizes up to 80 sq. ft. in one piece 
The A Co. Ltd. Brownlow 
London. 3 "Phone: EALing asst 
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The World’s Greatest 


Bookshop 


Stock of three 


million volumes 
New and secondhand Books 
on every subject 
119-125 Charing Cross Road, W.C.2 
Gerrard 5660 (16 lines) 


Open 9-6 (inc. Sats.) 
tne 


WS 
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lt pays to advertise i 


BOLTON STANDARD 


THE TOWN’S LEADING WEEKLY 
Published every Thursday 2d. 
Circulation growing weekly—brightly 
edited — well-printed illustrations — 
attractive features—ideal advertising 

medium—quick results 
1950 is the centenary year of this firm 
Circulates in Bolton, Atherton, Darcy 
Lever, Farnworth, Horwich, Little Lever, 
Turton and Westhoughton—a huge indus- 
trial area of over 250.000 people where 
wages are — 


roprietors: 
PENDLEBURY “ ‘SONS LTD. 
Established 1850 
VICTORIA STREET, BOLTON 


115 HIGH HOLBORN, w.c.1 
P : Chancery 8752-3 


FOR GOOD RELIABLE 


SIGNWRITING 


TO MEET EVERY REQUIREMENT 


REGINA STORS | SIGNS & DISPLAYS) LTD 
27. BOSTON ROAD. HANWELL = 
‘ad 9308. 


RENART 
STUDIO LTD 


EALING 3362 
» 4644 


SCREEN PRINTING 


FOR QUALITY 
SILK SCREEN PRINTING 


MODERN 
PUBLICITY SERVICE 
39 WEST HILL, WANDSWORTH, S.W.18 
Phone VANdyke 6667 
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Type area: 10” widexI5” deep 


Ca: 


(NEWS) 
_OPSA DATA | 


IRAQ 
The format of “‘THE IRAQ 
TIMES” has been changed as 
from January 2nd 1951, to:— 
Page size: 11?” widexI74"deep 


No. of Cols. to page: 5 
Col. width: 50mm including 
rules 
Daily Edition: 
Saturday Edition: 


Advertising rates are 

unchanged except for front 

and back pages, for which 

special rates are quoted on 
request. 


8 pages 
12 pages 


4// Particulars on Middle East Press from 
GEORGE YOUNG 


JVERSEAS PUBLICITY & SERVICE AGENCY [> 
410. Fleet St.London £04 Cen. 549467870 


10.AM 


—_ —~—-- 


In Prosperous 
Agricultural and 


North-west 
Leicestershire 


MOST PEOPLE 
READ 


“THE 
COALVILLE 


TIMES” 
Weekly 
Head Office: 
COALVILLE 
Telephone: 83 
London Rep. 


“(W.H. Biggs Press Org. Led. 
11S High Holborn - Tel. Chancery 8752/3 


’ POSTER SITES 
BULLETINS 
ADDINGTON 


DVERTISING 
COMPANY 


37, Spring Street, W.2 
PADDINGTON o1ee/7 
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A 


\ 
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Counter display 
box for the chew- 
ing gum with the 
different flavour. 


1951 


JANUARY 25, 


(Keystone photo 


PACKAGING PARADE 


ESIGNED by Wrigley Pro- 
ducts Ltd. in collaboration 
with Grant Advertising Ltd., this 
counter display box is being sup- 
plied to retailers of the new Juicy 
Fruit chewing gum. The printers 


: were Alf Cooke Ltd. 


* * * 


HE Air-Wick bottle and label 
were designed in the United 
States, where the product was 
perfected and put on the market 
in 1942. The British product is 


identical to the American in com- 
position and packaging. 

The bottle is made by Garston 
Bottle Co., of glass similar to that 


used by the wine trade. The cap 
is by Wollaston Stamping Co. 
The wick is wool] with a percent- 
age of cotton and rayon, made 
by Mitchell, Ashworth & Co., 
and is supported by a stainless 
steel frame by D. G. S. of Birm- 
ingham. The sellout container is 
printed and supplied by Norbury 
Printers, London. 

J. Walter Thompson Co., Ltd., 
are the agents. 


* * * 
HE labels of the whole pro- 
duct range of Charles 


Alexander & Co. have been re- 
designed by Maurice Levell with 
the aim of providing the hair- 
dresser (for whose use the goods 
are made) with an array of attrac- 
tive, branded containers for his 
salon, 

All the labels have the brand 
name in Chisel typeface, and the 
scheme throughout the range of 
labels was: 


Concentric rings in _ pastel 
shades with the curled label 
superimposed in a _ contrasting 


full length colour. Colour con- 
trasts include purple and buff, 
plum and light blue, cherry and 
light green, coffee and pale ochre, 
dark green and primrose, prim- 
rose and light blue. 

The labels were printed by 
E. H. Wheeler & Co., Ltd. 
Dudley Turner & Vincent Ltd. 
are the agents. 
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‘Copywriters, Read 
Your Bibles !’ 


| ALF the precepts given 
to young copywriters are 

iberately broken. White 
space in the layout is too 
costly a luxury to the man who 
has got to make each pound’s 
worth of space pay. 

Long copy where space permits 
is the rule rather than the excep- 
tion. 

Every possible selling point is 
ay een in—the price is frequent- 
y featured. Illustrations are live, 
real, dynamic, either obviously 
and Wirectly connected with the 
product or giving a logical lead 
in to the copy. 

But there is one rule that is 
rarely broken—the copy consists 
of one and two syllable words 
that can be clearly understood by 
a child of ten—there is no possi- 
bility of misunderstanding, of 
ambiguity or of the double mean- 
ing. That, of course, is a funda- 
mental of all copy that sells. The 


oJ. 


C. J. ROSE, advertising 
manager, Scott & Bowne 
Ltd., in this extract from 
an address to the Advertis- 
ing Club of Oxford, refers 
copywriters to “the world’s 
best source of simple, di- 
rect, dynamic language,” 
—true basic English, the 
Anglo-Saxon one and two- 
syllable words that can be 
understood by all readers. 


old adage, read your Bible, is still 
the best advice to the copywriter. 
It must be the Authorised Ver- 
sion. What the copywriter must 
learn from it, in this instance, is 
the use of simple, direct, dynamic 
language, true basic English, the 
Anglo - Saxon one - and - two 
syllable words that were, and still 
are, the language of the common 
people, and at the same time can 
be equally well understood by the 
intelligentsia. 

Never forget that the average 
mentality of your market is 
rarely higher than that of a child 
of twelve—and you want every 
possible pros to understand 
every word of your message. 


But don’t be afraid of long 
copy. By experience one learns 
they will read all you can give 
them about their health, their 
children and their hobbies— so 
use long copy when space per- 
mits but don't set it so small that 
they need a microscope to read it 
—use the type size, or one larger 
than that of the body matter of 
the paper or magazine. 

What to write is, of course, the 
next problem and a terrible pro- 


blem jit can be. Given white 
space to fill even the expert has 
that horrible feeling that his 
mind has gone blank, that 
nothing looks right, that this is 
the toughest assignment he has 
ever had. Don't worry—just 
start writing down everything 
you know about the product or 
service—write furiously, get 
enthusiastic, tell them how it’s 
made, what it does, why it’s the 
best in the world—write 
reams... 

Now take your reams of writ- 
ing and be your own unbiased, 
frankest critic. Imagine it’s a 
competitor’s if you like. Elimi- 
nate your cutest phrases ruthless- 
ly, cut, cut and then cut. What 
is left will probably be quite 
good copy. 

Of course you have to know 
something about the product and 
every copywriter doesn’t know 
that. Well, here’s a trick of the 
trade that I've never known to 
fail. Get the most enthusiastic 
expert you can lay hands on to 
talk about the product or service 
to you. A good salesman in- 
stinctively talks good copy so pet 
hold of the sales-manager or his 
star salesman for preference; he 
has already given most of the 
answers to inquisitive stockists 
and he has the very phrases 
want if you will only let hi 
talk. 

Our American friends with 
their passion for research have 
demonstrated from actual in- 
quiry returns that the headline 
is 50 per cent to 75 per cent of 
the pulling power of the adver- 
tisement. Allowing for their 
somewhat wide range it does 
make a big difference. 

Quite apart from its invitation 
to read the copy there is another 
reason, in my view, why the 
headline is all important—the 
great majority of so-called 
readers are really only scanners. 
They glance at the headlines and 
have no time or intention to read 
the copy. 

Therefore the headline in com- 
bination with the signature block 
should tell a complete story, 

It should be a poster in a paper, 
so that you get your value from 
the glancers as well as the readers. 


Never use blind headlines; 
never use clever headlines; never 
use headlines capable of a double 
meaning—you will want a pretty 
wide knowledge of human nature 
to avoid this all the time, but an 
unintentional slip can prove 
disastrous. 


Having written your copy for 
your market, harden your heart 
against the critics, expert or 
otherwise. The experts are 
usually wrong—they appreciate 
the finer points, but the public 
doesn’t and as it is the public you 
= to impress, concentrate on 

em. 
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THE NEW @QTRALEO 
CHECK - WEIGHER 


The new Hy-Tra-Lec check-weigher provides the user with an auto- 
matic means of not only ensuring that overweight products are 
not despatched, but also of showing up the excess weight. 
The machines are designed to be fitted into existing flow lines 
for either wrapped or unwrapped rigid products, and they operate 
at speeds of from 45 one-ounce units per minute. speeds 
depend upon the nature of the product. 
There are two weight ranges available—half-ounce to four-ounce 
and four-ounce to one pound—and the machines will deal with 
any weight between these limits. 
Machines with single weighing elements will reject al! products under- 
weight. Machines with two elements can be set to reject all 
roducts over a mini plus an all ¢ of half a dram. 
he essential Hy-Tra-Lec weighing element with trip gear will be 
exhibited at the National Packaging Exhibition. These items are 
common to all check-weighers, but the feed and take-away arrange- 
ments can be varied according to individual product requirements 
and existing conveyor systems. 


pet chews gpm od run away with profits; 
underweight products run away with 
Po ae both cost the producer money in 

end. 


See the HY-TRA-LEC AUTOMATIC 
CHECK-WEIGHER on STAND No. G8 
AT THE NATIONAL PACKAGING EXHIBITION, 


OLYMPIA, JANUARY 30—FEBRUARY 9 


On the same stand we shall be exhibiting : 
The HY-TRA-LEC HIGH SPEED WEIGHING MACHINE, MODEL A 


and 
The HY-TRA-LEC HIGH SPEED WEIGHING & FILLING MACHINE, MODEL M. 
Full particulars of any or all of these machines will be giadly sent on request. 


Industrial Products (SPECO) Ltd 


New Grove Mansions, 7 Boston Manor P.d., Brentford, Middlesex 
Telephone : EALing 3741 
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Ford 


MOTOR COMPANY LIMITED 
to Advertise 


THAMES 


COMMERCIAL VEHICLES 


Rumble, Crowther & Nicholas Ltd. 
use Food Manufacture because 
it reaches a wide variety of 
firms who are purchasers of 
vans and trucks. 


FOOD MANUFACTURE 
17 Stratford Place, London, W.1 
ll TS 


FOOD MANUFACTURE is one of the 
LEONARD HILL TECHNICAL GROUP 


if HE monthly journal 
‘ i dealing with problems 
’ 3B of production and distri- 


¢ 


bution of tablewear and 


ware for the home and 
export markets. 


POTTERY & GLASS 


is another 
publication of the 


TECHNICAL GROUP 


PETROLEUM—FIBRES 
PAINT MANUFACTURE 
WORLD CROPS—ATOMICS 
FOOD MANUPACTURE 
CHEMICAL ENGINEERING 
POTTERY AND GLASS 
BUILDING DIGEST 
MUCK SHIFTER 


All published at 
17 Stratford Place, W.1 
Specimen copies on request 


Economy Hints On How 
To Save Cellulose 


Because of the scarcity of 
cellulose film a list of economy 
hints has been circulated to 
customers by British Cellophane 
Ltd. 

They are advised to check 
film storage and handling con- 
ditions, as possible deterioration 
can be minimised and precious 
stocks conserved by careful 
attention. Also to: 

Review current packaging 
with the limitation of film sup- 
lies in mind. It might be 
ound advisable to replace cellu- 
lose film on certain items in 
order to ensure an adequate 
supply for cases where it is 
essenti 

Check the sizes of cellulose 
film bags with a view to reduc- 
ing them, thereby increasing the 
number of bags available from a 
pound of film. : 

Use an opaque paper backing 
for some bags, thereby virtually 
doubling the quantity of bags 
obtainable from a given weight 
of film. 

Check the size of film over- 
wraps. Perhaps a quarter or 
half-an-inch could be saved in 
one or both dimensions. , 

Consider carton dimensions in 
connection with overwraps. “A 
wide, flat carton uses far more 
film for its overwrap than one 
which more nearly approximates 
a cube, although the capacity is 
exactly the same.” 

Check wrapping methods and 
equipment. regularly to prevent 
waste due to inadequate sealing, 
defective folding or careless 
handling. 


Their Vision Is 
Less Blurred 


Addressing students of the 
Incorporated Sales Managers’ As- 
sociation recently, Mr. W. T. J. 
Metcalfe, manager of the Liver- 
pool branch of Alfred Bates & 
Sons Ltd., said the help an adver- 
tising agency could ring. to a 
sales or advertising problem by 
the very fact that it came as a 
team of fresh, detached, analyti- 
cal trained minds had to be ex- 
perienced to be really known. 

“Because they are outside your 
own organisation they are spared 
from much pre-conception, their 
vision is less blurred by having 
for too long been too close to 
the subject,” said Mr. Metcalfe. 


PHOTO CONTEST 
WINNERS 


Miss Joan Craven of Studio 
Briggs Ltd. has won first prize 
and a consolation prize in a 
photographic competition organ- 
ised by the makers of Evan 
Williams hair preparations. 
Second prize went to Beeston 
Studios Ltd., Nottingham. There 
was a total of 272 entries sent 
in by 109 competitors, 


If a double thickness of gauge 
300 moisture proof film is 
used, without necessarily re- 
quiring the extra moisture resis- 
tance which this gives, substitu- 
tion of a single thickness of 
of gauge 400 might be of suffi- 
cient strength for the purpose. 

If ordering film by weight, 
knowing that a certain quantity 
will be available over a given 
period, one overwrap can be used 
for several items rather than in- 
dividual unit wraps, wherever 
practical. Wrapping six pack- 
ages as one unit can save 20 
per cent or more of the film 
needed to wrap them separately. 
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SHELL STRIPS 


Latest recruit to strip pub- 
lishers is Shell-Mex and B.P., who 
have just produced the first 
number of The Shell, a strip car- 
toon magazine for motor mech- 
anics. Besides comedy and thrills 
features adapted to the company’s 
commodities, it also contains tips 
on car maintenance, items on 
motor racing, and the life story in 
pictures of Sir William Rootes. 


Children’s Party 
At the New Year party given 
by the management of Display 
Craft Ltd., to their staff, with 
their children, some 300 guests 
were present. The children’s 
presents were contributed by the 
staff's own social club. The 
guests were welcomed by Mr. H. 
Ashford Down and his* co- 

director Mr. H. E. Down. 


PUBLICATIONS NEWS AND NOTES 


Trade Journals Price 


Increase 


Practical Press Ltd. have an- 
nounced an increase in price for 
four of their trade journals. 
Caterer & Hotel Keeper will be 
raised from 9d. to Is. as from 
February 3. Both Modern Meat 
Marketing and Smallwares, 
Notions & Dress Accessories will 
be increased from 9d. to Is. a 
month in March, when Agricul- 
tural Machinery Journal will be 
increased from Is. to Is. 6d. a 
month. 

* *” 

An eight-page rayon survey 
will be published by the Finan- 
cial Times on Monday, January 
29. The survey will include 
articles by Sir William Palmer, 
chairman of the British Rayon 
Federation, Mr. Harold Ashton, 
general manager for Courtaulds 
Ltd., ond Mr. *. Guts Oliver. 


Owing to increased cost of 
production, the price of 
7 Market will be raised from 

to 9d. as from February 2. 
* * * 

Price of The Scout, published 
by Newnes-Pearson, is to be in- 
creased from 2d. to 3d. as from 

ebruary 1. 

+ * ~ 

The January issue of the one- 
year-old British Railways Maga- 
zine has a re-designed cover giv- 
ing a picture area of 8 in. x 7} in. 
compared with the previous 8 in. 
x 64 in. The back cover con- 
tinues to be used for a series of 
pictures depicting the activities of 
the various departments of British 
Railways. Inside covers are 
devoted to advertisements. 

* * ~*~ 

Display advertising rates for 
the Sydney Daily Telegraph have 
been increased by 5s. per single 
column inch. ° 


* * 
: he Board = Trade have 
issued a new publication, Export- 
ing to Canada (price 2s. 6d.) 
which concentrates on the imme- 


diate and practical problems 
comeans the exporter. 
~ 


Increased printing costs have 
resulted in the temporary sus- 
pension of Displayman 
official organ of the British Dis- 
play Association. 

* * ” 

As from February the publica- 
tion date of Racing Review will 
be the en of ack mouth. 


A new shilling monthly maga- 
zine, Business Times is published 
by the National School of Sales- 
manship Ltd. With a page size 
of 9} x 74, the first issue contains 
articles on “American Retail 
Salesmanship,” “Voice Culture” 
and the first of a series by “star” 
salesmen. There are 24 pages 
plus an attractive blue and white 
cover. 

* * 

A new promotion folder has 
been sent out by National News- 
agent to agents and prospective 
advertisers. i. a 


* 

Office Control & Management, 
proprietors of which are Crom- 
well Services Ltd., London, has 
ceased publication, owing to dif- 
ficulties arising from the inter- 
national situation. 

” * 

A leaflet explaining the dangers 
and the precautions that should 
be taken against fowl pest has 
been published jointly by Farmer 
& Stockbreeder and Poultry 
World. 


” * * 

An editorial feature entitled 
1951 Highlights, a review of out- 
standing fabrics of the ranges of 
British manufacturers of wool- 
lens, worsteds, rayons and other 
materials, is included in the 
January issue of The Ambassa- 
dor, which has a fully paid cir- 
culation of around 15,000 copies 
a eee, CLL. Sgn, 


Price of way World, pub- 
lished by Fairfax Publications 
(London) Ltd., is being increased 
from 4d. to 6d. from February 2. 
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1.4.M.A4. TECHNICAL ADVERTISING; REPORT 


Liaison Difficulties Are Major 
Snag, Analysis Shows 


(Continued from page 127) 


soyed technical copywriters came 
hi est at 36 per cent, closely fol- 
lowed by production men, photo- 
gtaphers and artists. 

Media used was: 


Catalogues, leaflets ... 

Exhibitions and displays 89- 

Trade Press... ee 

Technical Press 84 

Direct Mail ... oid 

Informatory Bulletins 

Lectures, demonstrations 55:7 

Films, film strips, slides 47-5 

Scientific Press --» 46°7 

Trade Assn. Propaganda 45-0 

Consumer Press ove 426 

Mr. Parker comments: 

“The high usage of literature, 
direct mail and trade and tech- 
nical Press hardly came as a sur- 
prise, although the high figure for 
exhibitions and displays is in- 
teresting, as also is the compara- 
tively high figure for the con- 
sumer Press. 

“Another factor which emerged 
was that of those people who use 
direct mail advertising, 92-7 per 
cent maintain their own mailing 
lists, whilst less than 30 per cent 
used lists obtained from outside 
contractors, Ninety-two per cent 
of technical advertisers used their 
advertising to invite inquiries; 30 
per cent aimed to make the sale 
direct by the use of advertising.” 

The report showed that some 
82 per cent of technical advertis- 
ing Managers use an agency in 
one way or another. 

From percentages quoted 
below, however, the old theory 
that agencies in the main were 
only useful for handling Press 
advertising seems to be justified, 
although the figure of 52 per cent 
who handle literature might 
appear surprisingly high. 


per cent 

Press... ars in ee 
Literature oon SE 
Exhibitions and Dis- 

lays ine one 
Instruction and Service 

Manuals noo ae 
Direct Mail ... ot ae 
House Journals a ae 
Films... io ok ee 
Editorial . 5-2 


Only 58 per cent of the agen- 
cies used apparently set them- 
selves out to handle technical 
accounts. “This would seem to 
accentuate the fact that many got 
accounts because the client feels 
he may as well receive some ser- 
vice for the commission he has to 
pay anyway,” is Mr. Parker’s 
comment. 

Of those advertising managers 
using agents for Press advertising, 
27 per cent were used solely for 
placing and mechanical produc- 
tion. Similarly, 30 per cent of 
agents used for literature only 
handled print buying and mech- 
anical production. 

From an analysis of the general 
problems of technical advertising 
managers, it was clear that tech- 
nical liaison with their sales and 


technical opposite numbers is 
their outstanding difficulty. 

Well over 60 per cent had diffi- 
culties of this type centred, 
mainly, around the problem of 
securing adequate technical infor- 
mation in time to produce the 
necessary publicity material. 
Many instances of this problem 
were mentioned, particularly the 
difficulty of getting technical 
people to make up their minds, 
and to convince them that chang- 
ing their mind was costing the 
company money in author's cor- 
rections. In a large number of 
cases, the difficulty of getting the 
sales departments and technical 
departments even to agree on the 
basics of the product was men- 
tioned. 

A second difficulty was finding 
trained staff to do the work. 
Shortage of capacity would ap- 
pear to be acute, both in the use 
of inside staff or, alternatively, 
adequate agency services, Some 
33 per cent of managers were 
suffering from one or other of 
these problems. Efficient copy- 
writing particularly appeared to 
be a major problem. 

Besides the demand for pub- 

lic relations work there was a 

common desire for technical 

advertising to figure to a greater 
extent in the Advertising Asso- 
ciation examinations, and for 
the A.A. to take positive steps 

in the ¢ cial field 2 

every type of executive; direc- 

tors, administrative personnel, 
and engineers alike. 

A_ suggestion which received 
considerable support was the 
formation of an entirely separate 
1.A.M.A. section devoted purely 
to technical advertising with its 
own series of meetings. 

Other suggestions by individual 
members, when returning the 
questionnaire included: 

Production of a comprehensive 
brochure sponsored by the Asso- 
ciation, telling the story of tech- 
nical advertising in all its phases. 

To see that as far as possible 
some adequate syllabus of adver- 
tising was included in commer- 
cial and, wherever possible, tech- 
nical courses, possibly written 
round a publication to be pro- 
duced by the 1.A.M.A, 

Setting up of a suh-committee 
to discuss the practicability of 
standardising agency service 
charges on technical accounts. 

_Establishment of a confidential 
directory of personally recom- 
mended suppliers. 

An approach to LLP.A. to 
work out a formula to which all 
agencies would have to conform 
before they were allowed to call 
themselves “technical” agencies. 


FOOTNOTE: No suggestions ' 


or conclusions contained in the 
report have yet come before the 
national council for approval or 
action. 
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He goes out of his 
way 


“As you know”, a client was saying to us, “my block needs 
are usually perfectiy straightforward. When I do send you 
something tricky I’m reminded of the very fine craftsman- 
ship which goes into every job you do for me. But apart 
from the tact that your work is on a high plane, there's a 
personal side to it. I get on so well with you people. Your 
inside contact man doesn’t just take orders; he really goes 
out of his way to help me.” 


Gels GWANSOM 


111 SHOE LANE LONDON EC4 Central 6555 Eighteen Lines 
Northern Office at 4 Chapel Walks Manchester 2, Blackfriars 4660 
Process Engravers - Creative Artists and Photographers 
Advertisement Typesetiers - Stereotypers - Electrotypers 
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OF THE noted~people—and 
there are quite a few—who 
have spent part of their 
careers with ADVERTISER’S 
WEEKLY, an outstanding example 
is Roy Clark, advertisement 
director of The Star, who is the 
new chairman of the Newspaper 
Proprietors’ Association adver- 
tisement committee. He was 
with this journal for some 13 
years and played an important 
part in the growth and develop- 
ment of the WeeKLy and its as- 
sociated publications, He joined 
as advertisement manager in 
1931, later becoming general man- 
ager and director; and he was the 
first advertisement director of 
Advertiser's Annual. It was in 
1934 that he went to The Star. 
Roy’s activities on behalf of 
the advertising profession are of 
long standing. In 1923 he was one 
of the delegation that, under the 
auspices of the Thirty Club, went 
successfully to the International 
Convention at Atlantic City with 
the object-of getting the Conven- 
tion held the following year at 
Wembley. He has been chairman 
of the N.P.A, applications ‘sub- 
committee for a couple of years 
and has, of course, just completed 


Mainly Personal— 


By CONTACT 


his vice-chairmanship of the ad- 
vertisement committee. 

Roy served as a gunner in both 
world wars, ending up the second 
one with the impressive title of 
Commander, R.A., North Carib- 
bean. 

He is a member of the Thirty 
Club and the Solus Club. 


a o * 
WHEN I had tea the other day 
with E. E, Lucking at the top of 
Liberty’s 
Regent Street 
building 
(where he is 
a d vertising, 
publicity, 
and display 
manager) his 
o bservations 
ranged over 
a wide range 
of interest- 
ing subjects 
—from the 
pre - Raphae- 
lite inspira- 
tion behind 
the Liberty ; 
building to the need for display 
to derive its expression from the 
merchandise being shown. Luck- 
ing feels strongly that display 
should be recognised as a Vital 


E. E. Lucking 
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part of merchandising, and that 
this is something about which the 
British Display Association, of 
which he has just been chosen 
national chairman, could do 
something. , 

Unlike that of many display 
men, his experience has been 
both long and varied, comprising 
more than nine years with the 
Army and Navy Stores, two with 
D. H. Evans, four with the Rivoli 
Gift Shop of Knightsbridge, 
nearly a year with Druce’s of 
Baker Street, whom he helped 
with the rearrangement of their 
premises to meet war-time con- 
ditions, and, since demobilisation 
from the Army, with Liberty's. 

The Rivoli Gift Shop was a 
branch of Albert Rosenhain of 
Berlin, where Lucking went in 
1937. He returned with ideas 
that enabled him to evolve his 
own particular brand of Con- 
tinental display, which proved 
very successful in appealing to 
British tastes. 

a * - 
HAVING worked with Charles 
Mander for 38 years, A. W. 
Burnett, who will succeed him as 
advertisement director of Amal- 
gamated Press in March, has 
thoroughly absorbed his creed 
of service to advertising and to 
the agencies. With this philo- 
sophy it is not surprising that he 
is as well liked in Fleet Street as 
he is well known. 

Since joining A.P. in 1912, 
Burnett has been right through 
the advertisement mill, both 
inside and on the road, He is 
now advertisement manager of 
two monthlies, Wife and Home 
and Woman and Beauty; of eight 


weeklies, including Woman's 
Weekly, Woman's World, and 
Home Companion; and of a 


group of juvenile publications. 

Burnett had quite a time dur- 
ing the first world war. For a 
while he was the youngest ser- 
geant major in the Army; he 
served in France, Palestine, and 
Salonika, was wounded, and re- 
ceived the D.C.M. His son, 
Michael, now in the Army, is 
taking an advertising course. 

Burnett is a member of the 
Publicity Club of London. He 
plays golf at the Burhill Club. 

One of the first to congratulate 
him has been Tom Morison, of 
Mather and Crowther, an old 
friend both of Burnett and of 
Charles Mander. It is not easy 
to follow in the footsteps of a 
man like Mander but—to quote 
Morison’s golfing simile—*“Arthur 
should prove himself just as able 
to sink long putts as Charlie.” 


e * a 

TWO GIRLS who have alread 
received a certain amount of well 
merited (if not too accurate) pub- 
licity for their enterprise are 
Helen Best and Joan Wright, now, 
under the name of Interpress, 
firmly established in the Press 
relations field, although they 
are only 24 and 22 respectively. 
Polly Peck (dresses), Charleon 
(coats and suits), and Mandeil 
(gowns) are among their clients. 

Wisely, they are concentrating 
on the things they know about— 
fashions and cosmetics. Joan has 


Helen Best and Joan Wright. 


been with a feature agency and 
on the advertising side of pub- 
lishing, and has been a fashion 
artist; Helen has had three years 
in J. Arthur Rank’s publicity 
department; both girls have had 
about a year with T. D. Adver- 
tising handling a number of 
fashion accounts. Fashion re- 
search is a hobby of theirs. 


ag * * 


QUENTIN LUMSDEN, P.R.O. 
to the British Iron and Steel 
Federation, did not mince his 
words in his talk to the Institute 
of Public Relations the other day, 
on the role of the agency. In 
private he is even more out- 
spoken about one or two other 
questions of the day and would 
be so in public were it not for the 
present very fluid condition of 
the steel industry. Of his 
vehement dislike for what he 
regards as the deadening effect 
of nationalisation (and _ the 
Treasury!) on public relations he 
makes no secret. The sources of 
industry are steadily being con- 
taminated by the Government 
move into industry, he holds, and 
this is something against which 
public relations people should be 
very much on their guard. 

Quentin’s father was James 
Lumsden, noted editor of the 
Leeds Mercury, on which paper 
Quentin started as a cub reporter. 
After working on the Daily 
Mirror and the Daily Mail, he 
was for about five years ‘before 
the war with Gaumont-British 
Instructional Films, G-B Equip- 
ment, and Baird Television, 
before going to the British Iron 
and Steel Federation in 1939. 
During the war he was P.R.O. 
to the Iron and Steel Control. 


WEEKS WISECRACK 


ball Se 
“Sorry, old man, but I'll 
have to ask you to return 
that demob. suit I flogged 
to you in 1945”. 


. S ate, . Z i 7 a Sn a eet. sy Aol ne. Pa” ae Me ees be ae Re ae b: ‘teen 
| Po = January 25, 1951 
aa pees 1 ¢; . ze < — ' | 
‘i wis al # 
: }; Fae c 
aa : bans? vi : 
‘ o> : 
as : 
| a 
* Le | 
Oe : 
= ’ , 4 
‘ | . Kents Own Picture Paper p ' 
a | } a PN m vod ales q 
; EIT Sse SS ‘ 
aid ; Spe am agen. CEOS. ow ”" 
4 TA i ee GO ons 
se P< 2s ES ps LI “eS : 
* sa cata rete CLLINGHAM WSR” ] ‘ 
™ 
a pe 
rs 22 | 
SOUTH EASTERN SNS ; 
e as: N i \ —_ ; 
e 
[ LETT 
: LONOON - 
« bed A : = 


Pied Pens A ote SRN Fane 


January 25, 1951 161 ADVERTISER'S WEEKLY 


NEWS CHRONICLE 


daily net sale 


coggenconm 1,547,339 
ccoanacome 1,552,102 


daily average 
daily average 


= ta 


W. E. TOMLIN, Advertisement Director Bouverie Street, London, E.C.4. 
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. 

To Organise 
. °°“, 

9 Exhibitions 

Exhibition Publicity Ltd. will 
be responsible for nine exhibi- 
tions sponsored by local Cham- 
bers of Commerce or Councils 
this summer. 

They will be Medway Towns 
Ideal Home Exhibition (March 
10-21), Southwark Festival Exhi- 
bition and Hereford Festival Ex- 
hibition (May 23—June_ 2), 
Festival Exhibition of Beckenham 
(June 6-16), Surbiton Festival Ex- 
hibition (June 20-30), City of 
Coventry and Warwickshire Ideal 
Home Industrial and Agricultural 
Exhibition (July 7-21), Reading 
Festival Exhibition (August 22— 
September 1), Rhondda Valley 
Festival Exhibition (Sentember 5- 
15), and Southend Third Ideal 
Homes and Trades Exhibition 
(date to be arranged). 

All these, except at Rochester 
and Southend, are officially spon- 
sored in connection with the 
Festival of Britain. 

Shop window contests, fashion 
shows and “Ideal Family” com- 
petitions will be run in conjunc- 
tion with the exhibitions. 


Sponsors For 
Sewing Contest 


Sixteen newspapers are spon- 
soring the regional sections of this 
year’s National Sewing Contest 
organised by the National Needle 
Arts Bureau. They are: Aber- 
deen Bon-Accord, Beds & Herts 
Pictorial, Birmingham Weekly 
Post, Brighton & Hove Gazette, 
Bristol Evenine Post, Chronicle 
& Echo, Edinburgh Evening 
News, Express & Echo, Herald of 
Wales, Illustrated Leicester 
Chronicle, Kent Messenger, Lan- 
cashire Evening Post, South Lon- 
don’s Suburban Group, Wolver- 
hampton Chronicle. Yorkshire 
Evening News, The Brittain 
Group (of London Newsnapers) 
(Inc. the Recorder, The Indicator, 
Fulham & Hammersmith Adver- 
tiser, West London Chronicle, 
London Weekly Advertiser.) 

Cash prizes of £119 will be 
awarded in each of the regions. 
In the national finals the winners 
in each of the seven classes will 
receive a further £50 and a three- 
day holiday in London. 


ON THE RECORD 


Using the normal type of 12- 
inch double-sided gramophone 
record, Aims of Industry Ltd. 
has recorded debates on ten 
subjects ranging from “Who 
profits from profits?” to “What 
do we work for?” The scripts 
were written by Hugo O'Hear 
and Sam Pollock. 

The records are available with- 
out fee to schools, youth clubs 
and similar bodies for discussion 
groups. 


The local government group of 
the Institute of Public Relations 
is to hold its second week-end 
technical school at Pendley 
Manor, Tring, March 16-19, 


PROCESS SUPPLIES 


PLATE PROTECTOR 
SAFEGUARDS 
PROCESS BLOCKS 
TYPE FORMES Etc. 
AGAINST DAMAGE 
IN TRANSIT 
AND CORROSION 


FOR AN 
INDEFINITE PERIOD 
Simple to use and very economical. 
Small sample supplied on request. 


THE S.D. SYNDICATE LTD. 
4-6 EARL ST., FINSBURY, LONDON, E.C.2. 
Telephones : 


Telegrams : 
BISHOPSGATE 
6811 6812 
7001 


E55 =ECOP, 
an 
DON. 


| PROCESS ENGRAVERS i 


SCOTTISH STUDIOS & ENGRAVERS 
offer a unique & complete service for 
COMMERCIAL ART 
J PHOTOGRAPHY 
& BLOCK-MAKING 
to Northern & Scottish advertisers 
1% CLYDE ST.. GLASGOW 
City 6961-2-3 


| DISPLAYS EXHIBITIONS } 


<-> 


COOK’S 
DISPLAY PRODUCTIONS LTD 
124 Ladbroke Grove, W.10 

"Phone PARK 8652/4 
IONS + DISPLAYS ~ SIGNS 


EXHI 
FL SPECIALISTS 


DISPLAD LTD. 
CASTLEFIELDS 
MANCHESTER I5 
BLACKFRIARS 0856 
STANDS AND DISPLAYS 
OF QUALITY 


cut -OUT LETTERS « SIGNS } 


wogmtan,! 


bow INDUSTRIAL ART uD 
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| SILK SCREEN MATERIALS } 


SILK and 
SCREEN 
PRINTERS 
SUPPLIES 


GEORGE HALL’S 
of course! 


GEORGE HALL (Sales) LTD. 
111 Wellington Road, South, 


| GENERAL PRINTERS } 


Send us your 
trade printing 


F.W. WHITE & CO. 


Trade Letterpress & Litho Printers 
ALBION HOUSE. NEW NORTH 5ST 
THEOBALDS RD. WCI + HOL 943 


| POSTER ADVERTISING } 


3 out of every 4 SITES 
in BOLTON belong to BLEAKLEY’S 
BLEAKLEY’S 


dominates 
BOLTON 
Greenhalgh & Bleakley t 
. - tans as —- 


Stockport sei. STO 3375 | 


|_ Blocks & DIES _} 


BRASS BLOCKS & DIES 


Brass blocks for Foil blocking on 
card or plastics. Bronze cutters 
for cutouts. Cutter crush dies for 
showcards etc. Steel dies for metal 
NOBBS & AYCKBOURN 
14 CLERKENWELL GREEM, E.C.1 
CLE. 6474 Est. 38 years 


| SILK SCREEN PRINTING ] 


SILK SCREEN PRINTING 
Pe 


W. C. RAYMENT 
“AND COMPANY. 
AEst, 30 yrs.) 2 
RAYSIGN WORKS 
— DURHAM ROAD 
LONDON, N.7 
TELEPHONE: ARCHWAY 2521 


Display Artists 
Silk Screen Printers 


ADVANCE 
PUBLICITY 
LIMITED 
149 WARDOUR STREET 


LONDON, W.! 
GERRARD 8236 


PROSPECT 1825 
FOR QUALITY 
BLACK’S 


SILK SCREEN PRINTING 
SHOWCARDS POSTERS 
GLASS BANNERS 
PLASTICS RUBBER 
TRANSFERS ETC. 


J. K. BLACK & CO. (Printers) LTD 
28 Priests Bdg, Mortlake, $.W.14 


ASSOCIATED 
ARTC RAFTStr 


PLENDER PLACE» EUSton 1416-7 
EXHIBITIONS 
DISPLAYS 
PICTORIAL SIGNS 


INTERCHANCEABLE 
METAL LETTER SIONS 


SILK SCREEN 


AND SINGLE COPIES 


DAYLIGHT. 
Fluorescent Colours 
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Supplies... 


| PHOTOGRAPHERS i 


COBB & CLOW LTD. 
Photographers 


ARCHITECTURAL and INDUSTRIAL 
Special CONTRACTS arranged for 
quantities of Copying and Printing 

Prompt Services and Delivery. 
23 NORTH END PARADE, W.14 
FULham 9806 


PHOTOGRAPHIC 
PRINTS 
Any Size—Any Quantity 
Write or Phone 


PHOTOWORK LTD. 


AND 
LILYWHITE LTD. 


73 Baker Street, London, W.1! 
Tel. Welbeck 0938/9 


A.C.K. WARE 
(PHOTOGRAPHS) LTD. 
Photographers to leading advertisers 
and industrialists, in COLOUR and 
BLACK AND WHITE (MET 9835) 


Pomeroy House, Basinghal! St, London, £.C.2 


MATTACOL 


DISPLAY PRINTS 
+ 


From postage stamp to 
poster in single copies 
or quantities 


* 

LONDON AREA 
ROBERT P. HYMERS LTD 
17 Clifford St., W.1 MAY fair 6768-9 

NORTHERN AREA 
R. DIXON, 13 Curzon Re. 


Stretford, Manchester 


| “MECHANICAL DISPLAYS } 


Why Not Use 
‘© SCREENASCOPE ”’? 
The finest continuous automatic 


STILL PICTURE PROJECTOR 


for 
Publicity and Commercial 
Advertising in Exhibitions, 
Shop Windows, Stores, etc. 


CRANE AUTOMATIC co. LTO. 
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ADVERTISING NOVELTIES } 


Goodwill Gifts 
of ADVERTISING NOVELTIES 
for your business friends and 

potential customers 


SHENTON SERIES 


Offers a large range with per- 
sonal service. Write for our 
Catalogue or ask our repre- 
sentative to call. 

We are actual manufacturers 


GALE MELVILLE LIMITED 
67/73 MARLBOROUGH GROVE, OLD KENT 
ROAD, S.£.1. Tel. BER 4187 (2 lines) 


| PACKING } 


Hong Kong Works, Exhibiti 
Wembley, Middlesex. waumay S008 


[_COMMERCIAL ARTISTS] 


REPRODUCTION 


SERVICES £70. 


ARTISTS - DESIGNERS - BLOCKMAKERS 


os 
18-20 ST. JOHN ST., LONDON, EC! 


PHONE — CLERKENWELL (ss 100" 


SPECIALIST SERVICE 


IN PERSPECTIVE DRAWINGS AND 


ILLUSTRATIONS OFFERED TO 
STUDIOS, AGENCIES & MANU- 
FACTURERS. 


Subjects covered 
INTERIORS & FURNITURE PERIOD 
OR MODERN, STILL LIFE, INDUS- 
TRIAL SUBJECTS, DISPLAY ETC. 
by experienced Artist-Designer 

R. L. TUMELTY 
DA. (MIC), L.S.LA., A1.B.D. 
44 SPRING GARDENS, DIDSBURY 
Tel. DiDsbury 4613 


MANCHESTER 20 
morland FASHION 
BRAITHWAITE Ltd. ” 
A COUNTRY-WIDE PHOTOGRAPHIC ARTIST 
SERVICE. Industrial - Commercial LADIES ... CHILDREN .. . 


Colour - Films . Aerial 
Architecture. 
97S STRATFORD ROAD, BIRMINGHAM, 
Telephone No. Springfield ‘an 


MARGARET JACKSON 
104 Stainburn Crescent, Leeds, 7 | 


EXPERT 
PACKING 
PAYS 


Collation, Packing and Despatch 
We offer a prompt and efficient 
service for the collation, packing 
and despatch of advertising 

_material—Showcards, Displays, 
Leaflets, etc. | Write or phone 
&. CHRISTIAN &@CO.LTD. 
10a De Beauvoir Sq., London, N.! 
Clissold 3463 
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Young Newspa) 
Meet Next = 


The Young Newspapermen’s 
Association is to hold its winter 
meeting in London on Monday 
and Laoap February 5 and 6. 

After a short genera] meeting, 
an address will be given by Mr. 
James Bartlett. After dinner Mr. 
Francis Sulley, London editor and 
Parliamentary correspondent, 
Sheffield Telegraph, will describe 
the working life of the Press in 
Parliament. 

Before visiting the Houses of 
Parliament on the following 
morning, members will hear an 
address from Mr. D. C. Stevens, 
of St. Clements Press, on process 
problems in newspaper produc- 
tion. 


CHANGE OF ADDRESS 

Cyprien—Fox Ltd., exhibition and 
display contractors, to Harvist Mews, 
Hornsey Road, N.7. 
Press Ltd.: 4ia. Streatham 

Tulse Hill 4646. 

Platers & Sta Ltd, advertising de- 
partment to Prestige House, 14/18 Hol- 
born, E.C.1 


Pyramid 
Hill, S.W.2. 


Legal and 


St. Francis Publishing Co., $ 
Tothill Street, S.W.1. To take over — 


Pte 


sap 


business carried on as “Animal Pictorial — 


Publications” at The Red Howse, Aspley 
Guise, _Bletchicy. Nominal capital: 


£5,000. Directors: Joy E. Shaw Baker 
ham. 
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“CAS: 


CO-OPERATIVE 
ART SERVICE LTD. 
now at your service at 


6a SMITH ST. 
CHELSEA 


PPUTTTTTI Te 
PTTTTITITEL 


MODERN ARTS _ 
SILK SCREEN 
SERVICE 


POSTERS - SHOWCARDS 
COUNTER DISPLAYS, ETC. 
PHONE ; BALHAM 2900 
MODERN ARTS 


120 Trevelyan Road, Tooting, S.W.17 


DAY-GLO LICENCE 


Co., 


Five Art Publishing j 
. 48 Alexandra Street, Southend-on- — 


Nominal capital £100. Directors; © 


i” enna Evelyn Stauman and A 
Banaram 


— REP. JAILED 


ethoape. William Unter Fell 
on aise Road. Ravensthorpe, near 
Dewsbury, was sent to prison for a total 
of 12 months on five charges of fraud- 
ulent conversion. Police said that = 
had been employed by a De 

licity service canvassing the Sous terpe 
arca for advertisements for a magazine 
What's On. He collected payments from 
a number of tradesman for advertise- 
ment space in the magazine, but did not 
hand the money to his employers. 


PARTNERSHIP DISSOLVED 
Leste Ernest BartTiert, MICHAEL 
Dove, and JOHN STEPHEN LANGTON, 


January 10, 1951. 


WILLS 


Sm Josern_Joun fy A of Hascombe 
near Godalm Surrey, a former 

M.P. for Guildford: ‘late chairman of 
J. and A. Churchill, Lid., publishers, and 
companies, a former High Sheriff 


of Surrey, £348,344 Ss. gross. 
£336,149 2s, 4d. net (Duty paid £194,738). 
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1 ERT RTE ACTOR Civil Engineering Publications Ltd 4 : 
of 6/8 North End, Croydon,  Surre 4 x 
E ~— Nominal capital: £1,000. Director q “o 
AIEEE SOE E. R. Mobsby, E. D. S. Mobsby and | = 
G. L. Mobsby. > te 
ee ae to eee (The above-mentioned particulars of © | J 
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ADVERTISER'S WEEKLY 


THAT J. E. Poulton, advertise- 
ment manager, Britannia & Eve, 
has heart trouble and has been 
ordered to rest for two months. 
During his absence the advertise- 
ment department will be super- 
vised by W. W. J. Studd, director 
and general manager. 
7~ * 


THAT the editor of Poultry 
Farmer has wired the Premier 
urging him stop imports of table 
poultry to help defeat fowl pest. 


* * * 
THAT copy for a recent U.S. ad- 
vertisement for a denture adhe- 
sive read “. . . you'll be glad you 
had false teeth.” 

* * 


THAT textile wholesalers are 
being recommended by the 
Wholesale Textile Association to 
feature the Festival of Britain in 
their Gaplays. 


* 


* 
THAT a play entitled “Woman's 
Page,” written by former Evening 
News reporter Catherina Ferraz, 
will be presented at the Interval 
Club, Dean Street, on Sunday 
and Monday. It is set in a 
Fleet Street newspaper office and 
one of the characters is an adver- 
tisement manager. Leslie Latch- 
ford is handling publicity. 


We Hear— 


THAT PF, Verry of Sphere, “Pop” 
to a host of Fleet Street friends, 
is in the Border Country making 
preparations for an early retire- 
ment owing to ill health. 

* * * 


THAT European economic gains 
made during the past year were 
emphasised in a special 48-page 
international trade supplement 
published by the New York 
Times, 

* * 


THAT an editorial team from 
The Ambassador, led by Mrs. 
E. R. Juda, fashion editor and 
director of The Ambassador Pub- 
lishing Co., Ltd., has just returned 
from a tour of Brazil, Argentine 
and Chile. And— 
oh * ~*~ 
THAT a survey of the tour will 
appear in the February issue of 
the journal. 
a * * 
THAT in a poll taken at Toronto 
Advertising and Sales Club only 
28 per cent of those interviewed 
considered ulcers an occupational 
risk; 9 per cent thought there was 
a tendency towards nerves, high 
tension and strain, 7 per cent 
nominated heart disease, 3 per 
cent alcoholism and 1 per cent 
melancholia! 


= 


ADVERTISING MANAGER’S CORNER 


i. . 5 
| 


Of the Record 


If your ideas are stuck in a groove and you are just 


going around in circles and getting nowhere, why 


not come around and have a little chat with us— 


off the record ? We have the advantage of knowing 


both sides of the business—we’ve studied it for 


long enough to know all about keeping costs down 


and earning power up. When that sort of experience 


is geared to your problems you.are on the way to 


making—and breaking—the records that really 


matter. 


distinctive showcards, clever cut-outs by 


HARRIS 


THE FIRM WITH EXPERIENCE 


HARRIS ADVERTISING LIMITED, 29-30 wnt STREET, LONDON, W./ 


Tel 


REG 329 


; Out Britain this year. 


Judging posters in a competition in connection with Luton's Festival 
of Britain celebrations are: (left to right) H. A. Scott Turner, Warren 


Seymour, and Ashley Havinden. 


Winner was S. W. Odell of Luton, 


whose design showed a gear-wheel raising its straw hat. 


THAT Roger Falk, director, 
British Export Trade Research 
Organisation, will address a 
meeting at the Backaging Ex- 
hibition, Olympia, on February 
6, on “Export Packaging Pro- 
blems,” and the British Sales 
Promotion Association on 
February 13 at the Howard 
Hotel on ““Export Research and 
Sales Promotion.” 

* - . 
THAT an exhibition of book- 
jacket designs was opened at the 
Church of Scotland Arts and 
Crafts Centre at Edinburgh by 
J. Murray Watson, editor of the 
Scotsman. 

” ~ . 
THAT a directory of advertising 
agency personnel has been pub- 
lished in the U.S. by McGraw- 
Hill Publishing Co., Inc. 

* * * 
THAT Yarmouth Publicity Asso- 
ciation has been asked to find 
£1,500 towards the £3,000 to be 
spent by the _ corporation's 
publicity department during the 
first six months of this year. 

* * * 
THAT although there were more 
subscribers to the 1951 Official 
Guide published by Norwich 
Publicity Association, the asso- 
ciation’s expenditure during 1950 
exceeded its income by £300. 


ia * ~ 
THAT, according to Pravda, 
7.700 newspapers and several 


hundred magazines with a com- 
bined circulation of 33 million 
are published in Russia in 119 
languages and dialects. 

. * * 
THAT Andrew Reid will be in 
charge of the Press arrangements 
for the British and Allied Trades’ 
Exhibition at Earls Court from 
February 13-23, in place of 
George Hubbard, the British 
Furniture Manufacturers’ Asso- 
ciation P.R.O., who has been 
taken ill. 

* * * 
THAT “Iron and Steel,” an 
educational exhibition intended 
mainly for the young, and 
organised by the training com- 
mittee of the British Iron and 
Steel Federation, will visit a 
number of steel centres through- 


Pour Encourager 


Les Autres... 


Said Mr. James Laver, keeper 
of the department of engraving, 
illustration and design, at the 
Victoria and Albert Museum, 
addressing the Design and Indus- 
tries Association: 


“French publicity is very effec- 


tive indeed, and has been for 
some centuries. In_ particular 
French advertising of luxury 


goods is pretty good. All manu- 
facturers in France benefit from 
the enormous prestige which has 
been built up, and in this country 
the long-sighted advertiser should 
be just as concerned to maintain 
the prestige, not only of his own 
advertising, but of the whole 
country.” 


Sponsored Radio § 


Test Vote 


Gallup Poll, published by the 
News Chronicle posed this ques- 
tion: “In some countries radio 
programmes are sponsored by ad- 
vertisers. Do you think that this 
is a good or bad idea?” 

Answers were: Good 42 per 
cent; Bad 46; Don't know 12. 


ADVERTISING 
DIARY 


Tuesday, January 3. 

REGENT ADVERTISING CLUB edu- 
cational class ~ yma on 
“Gravure Cylinders.” 6.30 p 

Wednesday, January 

REGENT ADVERTISING Crus. 
Morgan Phillips on “Can Publicity 
Save Peace.’ Royal Society of Arts. 
6.30 p 

ADVERTISING CLUB or OXFORD. 

Ss. Auld on “Humour in 
Advertising.” Agricola Restaurant, 
0 p.m. 


1. 
Pusicity CLUB OF ABERDEEN. 
Anoual dinner. 
T y, February 6. . 
ADVERTISING ASSOCIATION. Silver 
Jubilee dinner. Grosvenor House. 
Pusuiciry CLus OF NEWCASTLE. 


Film Show. 7 p.m 

Thursday, F 8. 
Pusticity CLus oF NORTH 
WALES. Debate on “That an 


illustration is a more important 
element in advertising than copy 
"s Hotel, Llandudno. 
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Suit by Simon Stadler 


Already they are thinking of daffodils and tulips, sunshine and strolls, and 
most of all, of those lovely new Spring outfits that they will wear. HEIRESS, 
the magazine exclusively written for the young woman from 17 to 21, gives 
generous editorial support to such features. It is not surprising, therefore, 
that advertisers of these and similar products are using HEIRESS in 
increasing numbers. 


George H. Phipps, Advertisement Manager 
LUTTERWORTH PERIODICALS LIMITED 
35 John Street, London, W.C.1 *° Chancery 615! 
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CURRENT ADVERTISING 


Free Hauliers Launch Petition : T.W.A. 
Set Up London H.Q., Appoint Mather 


An extensive advertising cam- 
paign is being used by the Road 
Haulage Association (which 
represents the remnants of un- 
nationalised road hauliers) to get 
people to write to their Member 
of Parliament in support of the 
Transport (Amendment) Bill, 
which aims to permit independent 
hauliers to operate up to 60 miles 
from their garage. At present 
they may travel only within a 
25-mile radius. 

The advertising campaign, 
which continues until shortly 
before the second reading, will 
use all national dailies and Sun- 
days, nearly all provincial dailies, 
the London evenings and a num- 
ber of general interest weeklies. 
Partington Advertising Co., Ltd., 
have been appointed to handle 
the campaign. 


ACCOUNTS MOVING 


To Mather & Crowther Ltd.: 
Advertising for Europe, Near and 
Middle East (including India, 
Pakistan and Ceylon) for Trans 
World Airlines Inc. Advertising 
has hitherto been handled from 
New York through a U.S. export 
agency whose British associates 
are John Haddon & Co., Ltd. 
Re-organisation following the in- 
corporation of London and 
Frankfurt in the TWA network 
has meant establishment of the 
Eastern hemisphere advertising 
headquarters in London. 

To S. C. Peacock Ltd., London 
office: Nixa Record Co., Ltd.. 
from February 1. 

To D. J. Mackridge Advertis- 
ing Service: Chalfont Coachworks 
Ltd., motoring Press—Holiday 
Rentals Ltd., Southern provin- 
cials—Redskin Caravan Co., 
caravan distributors, southern 
provincials. 


NEW_ACCOUNTS 


To Saward, Baker & Co. Ltd.: 
Royal Bahamas Canned Shredded 
Coconut in Syrup. A campaign 


is running in nationals and 
women’s magazines. 

To Rathbone Publicity Ltd.: 
Allen Walters & Co., Ltd; a 
campaign for A. M. V. Swedish 
Diesel engines is booked in over- 
seas journals. 

To D. J. Mackridge Adver- 
tising Service: C. P. Witter (tow- 
ing brackets), motoring Press.— 
Phillippe, West End Hair Stylist. 
—Jose Pou, hairdressing school. 


NEW_CAMPAIGNS 


For the Austin A 70 Hereford, 
half pages in the Daily Herald 
and News Chronicle, and large 
spaces in other nationals were 
used this week. Agents: 
S. H. Benson Ltd. 

For Lilley & Skinner men’s 
shoes, in London evenings and 
double crown posters on London 
underground and a few suburban 
Stations. This is stated to be the 
first substantial campaign featur- 
ing only men’s shoes that the 
firm has run. It will run to the 
end of the year. Agents: Everetts 
Advertising Ltd. 

For Curlex, Curly Top, and 
Vosene, hair preparations manu- 
facturers by Vosemar Ltd., in 
national dailies and Sundays, and 
women's weeklies and monthlies. 

eacock 


Agents: Osborne-P: Co., 
Ltd., Manchester. 
For Kiwi floor polish, in 


national dailies and magazines, 
and in trade Press offering free 
samples to dealers. Agents: 


For Emu knitting wools in 
women’s magazines starting in 
March, and in trade Press: 
a Willings Press Service 


For Golden Eagle knitting 
wool, product of C. F. Taylor 
(Golden Eagle) Ltd. spring cam- 
paign in women’s journals, York- 
shire media, trade Press, British 
export journals and media in 
New Zealand and South Africa. 
The home campaign will feature 

a woman winding 


A THE TRANSPORT (AMENDPENT) BILL 
15 VITALLY NEEDED TO ENSURE 


<\ FAIR PLAY ON THE 
INGS HIGHWAY 


THE T AcT 
pare SST LO Sat 
from his garage, 


wool while 
someone holds the 
skein for her. It 
is aimed to make 
this the symbol for 
Golden Eagle. 
Agents: Graham 
& Gillies Ltd. 


For Brooke 
Bond coffee and 
chicory essence, in 
women’s journals 
and general interest 

-Magazines. Agents: 
Spottiswoode, 
Dixon & Hunting 
Ltd. 


For Alabastine, 
product of Alabas- 


Opening shot in the hauliers’ campaign. 


tine Co. (British) 
Ltd., in national 
dailies and Sun- 


days, London evenings, selected 
perivdicals and provincials. Film- 
lets in selected cinemas in London 
and the provinces are also being 
used.—For Frenlite  self-raising 
flour, milled by J. W. French & 
Co., Ltd., posters on carrier vans 
and insertions in provincial 
weeklies in the Eastern and Home 
Counties. Agents: Pratt & Co. 
(Advertising) Ltd. rh 

For the Simon Engineering 
group, a prestige campaign in 
The Economist. Campaigns have 
also been booked as follows: 
Henry Simon Ltd., front covers, 
full and half pages in milling, 
food, and food manufacturing 
journals, at home and on the 
continent of Europe. Henry 
Simon Handling Engineers Ltd., 
full pages in engineering, chemi- 
cal and brewing journals. Simon- 
Carves Ltd. full pages in 
technical journals in Britain, 
Canada, India and South Africa. 
Turbine Gears Ltd., full pages in 
technical journals. Agents: 
Stowe & Bowden Ltd., Man- 
chester. 

For British Pioneer Tobacco 
Growers Association, in 
nationals. Agents: Phillips Ad- 
vertising Ltd. i 

For Great Yarmouth, in 
national dailies and Sundays, 
classifieds in weeklies in York- 
shire, Lancashire, Lincolnshire, 
the Midlands and parts of East 
Anglia. Posters. on London 
underground and railway 
stations. It is stated that the 
campaign is considerably more 
extensive than last year. Agents: 
Willsmore & Tibbenham (Nor- 
wich) Ltd. 

For the Tebilized Trade Mark 
Users’ Association, the “heaviest 
advertising and publicity cam- 
paign in its history,” using large 
spaces in national and provincial 
papers, women’s magazines, and 
trade Press. Showcards for 
point-of-sale display have been 
produced. Agents: W. S. Craw- 
ford Ltd. 

For a new ink roller pen pro- 
duced by Major Pen Co. (Sales) 
Ltd. (a company distinct from 
Major Pen Co., Ltd.). in local 
evening papers in stockists’ areas 
and trade Press. Agents: Co- 
operative Art Service. 

For Ward. Blenkinsop & Co., 
Ltd., to introduce Pavacol cough 
syrup, in trade Press. Agents: 
General Advertising Co. of Lon- 
don Ltd. 


EXPORT CAMPAIGNS 


Export Advertising Service 
have been appointed to handle 
advertising in Belgian Congo for 
Klim powdered milk, a product 
of The Borden Co., New York, 
for whom they already act in 
West African territories. They 
will also handle Press, cinema 
and poster campaigns for the 
company’s Instant Coffee. 


January 25, 1951 


Coupon Scheme 
For Quoffy 


J. Lyons & Co. Ltd., are run- 
ning a coupon offer for Quoffy, 
their powdered coffee product 
which has been on the market 
in the London area for over a 
year. The coupon, delivered 
through the letter box, entitles 
the bearer to buy a } Ib. tin of 
Quoffy for 6d. less than the 
usual retail price. 

At the same time a new Press 
campaign has been launched in 
London evenings through Service 
Advertising Co. Ltd. 


E. C. A. Radio 


Programme 


Graham & Gillies Ltd. are 
responsible for the programme 
on Radio Luxembourg spon- 
sored by Economic Co-oper- 
ation Administration Special 
Mission to the United King- 
dom (E.C.A.) on Sundays, 
2.00 to 2.30 p.m. The purpose 
is to promote public under- 
standing and co-operation in 
the aims of the Marshall 
Plan. The programme fea- 
tures Jo Stafford, the Ameri- 


‘Little Salesman’ 
In New Cooks of 
St. Paul’s Ads. 


A new campaign for Cooks of 
St. Paul’s which has opened in 
selected national and provincial 
papers, women’s magazines and 
trade Press continues the “label” 
story which has been featured in 
earlier campaigns. At the same 
time it associates the label more 
closely with the actual goods, and 
tells the story of customers who 
have found satisfaction with the 
goods carrying the Cooks of St. 
Paul’s label. To carry further 
weight the “little salesman” has 
been created and will be shown 
in various ways such as perched 
on a housewife’s shoulder as she 
turns back the bed and saying 
“Ah Madam, I see you have the 
right label on your sheets.” 

Agents are London Press Ex- 

ge Ltd, 


Life Offices’ More 
Direct Approach 


A new phase of the Industrial 
Life Offices campaign has started. 
The underlying theme is still the 
services rendered to the com- 
munity by the free-enterprise In- 
dustrial Life Offices. It describes 
among other things, the friefidly 
and confidential __ relationship 
that everywhere exists between 
the policyholder and the agent of 
the free-enterprise Industrial In- 
surance Office. But the approach 
is rather more direct—the mes- 
Sage may now be taken in more 
or less at a glance. Agents are 
London Exchange Ltd. 
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APPOINTMENTS VACANT 


PRODUCTION 
MANAGER’S ASSISTANT 


required by small but rapid- 
ly growing agency. Some 
experience essential. Real 
prospects for man in the 
twenties. Salary according 
to experience and ability. 
Plenty to do. 
HOWARD PANTON LTD- 


162a Strand, London, W.C.2 
TEMple 6158 


ADVERTISING. 


LAYOUT / TYPOGRAPHER 
diately by d ized 


ASSISTANT POR COPY DETAIL DE- 
PARTME 


NT. Some experience neces- 
sury. Please write, giving details of 
age, salary required, etc., to 
Casson, Ltd., 29, Hertford Street, Lon- 
don, W.1. 


Leading Agents re- 
quire young lady to check charges for 
printers’ blocks etc. Previous experi- 
= : an advantage. S-day week (9.30- 

0). 


and sa 
Greenly’s Lid. 5, 
W.C.2. 


eequired 

y Agency 
23—26 years. Able to execute clean, 
businesslike roughs to clients standard 
and to deal speedily with adaptations. 
etc. Accuracy, commonsense and an 
eye for typographical design important. 
S-day week. tails salary, ctc., to 


Art Director, 
Box 876 Ad. Weekly 180 Fleet St EC4 


NATIONAL 
ADVERTISER 


requires in London Pub- 
licity Department a YOUNG 
MAN (20-22) to deal with 
outdoor sign advertising. 
Work will involve site 
selection and _ valuation, 
control of design, supplier 
contact, cost comparison 
and supervision of erection. 
An appreciation of simple 
layout and good lettering is 
essential and the successful 
applicant must be prepared 
to absorb the relevant regu- 


lations imposed by the 
Town and Country Planning 
Act. 


A commencing salary of 
£300-£350 per annum is 
offered with a job which 
affords excellent prospects 
to a young man anxious to 
learn and work in a depart- 
ment which covers all 
phases of modern publicity 
practice. Write 


Box 883 
Advertiser's Weekly, 180 Fleet St.,E.C4 


ASSISTANT 


UMRED in Advertising 
nginecring Company in 

N.W. London area for geuweral depart- 
mental duties, layouts and production 
of Sales literature. 
“experience in compiling 
Books and Spare Parts Lists an advan- 
tage. Age 20-24 p- 3 full details, 
age, experience and sa required to 
Box 9722 Ad. Weekly 1 180" Fleet St BC4 


* Phone 


pegettasens of 


ID. 
E.C.4, 


S.W. — Good 
salary, expenses. ‘profit-s ng. 
Box 9710 Ad. Weekly Ty Fleet St BC4 


APPOINTMENTS VACAN 


GENERAL MANAGER, Medium-Small 


APPOINTMENTS WANTED | "SSM iGSY 


VISUALISERS 
WANTED 


(Salary up to £1,000 year) 


Good creative ability and 
colour sense for Posters, 
leaflets, press and trade 
advertising for National 
advertisers. First class ex- 
perienced artists (no begin- 
ners or improvers please) 
are invited to write or 
‘phone 

HAWKE STUDIOS LTD. 


22 CHENIES STREET, W.C.! 
Telephone MUSeum 7441 / 1181 


FIRST-CLASS 
LETTERING 


ARTIST 


wanted. Must be swift 
and competent in all 
styles. Send no speci- 
mens, but write (giving 
details of age, experience 
and salary required) for 
appointment to 
GREENLY’S LTD. 

5 Chancery Lane, W.C.2 


ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS VACANT 3s. per ime. 
panel 30s. per 


ILLUSTRATORS RE- 

ED. With experience of the 
making of isometric drawings and the 
Preparation of illustrations for various 
methods of reproduction. Apply with 
full details of experience, qua)ifications, 
age and salary required to: Personnel 
Manager, Sperry Gy: Co. Ltd., 
Grose West Road, ‘Bre mtford, Middle- 


GENERAL “ARTIST, age about 24, ce- 


quired by London Publishing House. 
Should be experienced in 
general art and simple 
Write for interview, be Seed of 
experience and salary requ 

Box 9712 Ad. Weekly 180 Fleet St BC4 


RETOUCHING 


TECHNICAL WRITER 


ARTIST not over 35, re- 
quired for Studio of well-known Pub- 
lishing House Must be experienced 
worker, used to handling a variety of 
general subjects including figure. Know- 
ledge of reproduction processes an ad- 
vantage. Write, giving details of ex- 
perience, qualifications, age and salary 
required to Box J. 381, c/o Streets, 
110, Old Broad Street, E.C.2. 


WANTED. A Press Representative with 


experience in Advance Publicity for 
No. 1 Circus. Own car preferred 
Must be capab'e driver. Clean licence 
To wavel ahead of the Circus. Fuil 
particulars in first letter, including sal- 
whether 


Individual who 
ability 
nd 


combines 
with adequate technical back- 

meral Mechanical and 
Enginecring _ knowledge _ re- 
quired. Apply with full details of ex- 
perience and salary required to: Per- 
sonnel Manager, Sperry Gyroscope Co. 
Lid.. Great West Road, Brentford, 
Middlesex 


ground. 
Electrical 


TECHNICAL WRITERS AND ILLUS- 


Mechanical and 
Electrical technical writing experience. 
or (b) Radar and Electronics experi- 
es Ro oo and theoretical 
her of these fie:ds 
flu ‘STR RATORS. with experience of 
the making of isometric drawings and 
the Se of illustrations for 
various Teproduction 
Apoly with full ‘écralla of experience. 
ations, age and salary required 
*, $8980. Samson Clarks 
Mortimer St., London, W 
a‘l-round, good news 
for "East Lancashire weekly 
Must be over 20.—Apply. 
Editor. Bacup Times Office. Bacup. 


ARTIST REQUIRED for leticring. lay- 


out and retouching; 


with ability to 
simple 


technical and gencral 
illustrations Knowledge of priming 
and graphic reproduction processes. 
State age. experience and salary re- 
quired, to 
Cassell & Co., Lid, 
_ Andrew's Hill, 


Ability to produce slick 
layouts from copywriters visuals essen- 
tial. When writing, applicants must 
State age experience and salary re- 
— and — oe for imter- 


with spec’ of work. 
Box "853 Aa w Weekly 180 Fleet St EC4 


your Classifieds to CHA 88 


TOP LEVEL ADVERTISEMENT Repre- 
semative required by old established 
group of trade journals. Only fi 
class men with proved sales ability will 
be considered 
_Box 9731 Ad. “Weekly 180 Fleet St EC4 

EXPLOITATION MANAGER requires 
efficient junior shorthand-typist with 
exper.ence of publicity or advertising 
+ Five-day week Write or telephone 
20th Century-Fox, 31, Soho Square, 

1. Gerrard 7766 


ADVERTISEMENT REPRESENTATIVE 


(London) for established technical 
cngineering monthly Applicants must 
give details of cxperience in strictest 
confidence Small salary and high 


commission The job has a sound 
future. Man carrying one other jour- 
nal would be suitable 

Box 9703 Ad. Weekly 180 Flect St BC4 


PUBLICITY 
PRODUCTION 


The General Electric Co. Ltd., 
has a vacancy at their Head 
Office in London for a capable 
man to assist in the production 
of varied publicity campaigns. 
Age 25-35 years. Applicants 
must be able copywriters and 
must have had sufficient ad- 
vertising experience not to 
require close supervision. Some 
knowledge of radio and electrical 
techniques acquired either in 
industry or in the Services 
would be an advantage. Apply 
giving full particulars of age, 
experience and salary required 
to:— 
STAFF MANAGER 

MAGNET HOUSE - KINGSWAY, W.C.2 


UCTION ASSISTANTS required 
by West End Agency, applicants must 
State age, eo a salary re- 
—, Mwy app) 

Box 4 Ad. Weekly 180 Fleet St BC4 


tories Ltd. 


department. 


Schemes. 


work, to the 


TYPOGRAPHER 


Stylist 
WANTED 


to create and maintain new standards of typography 
in the Advertising Department of Glaxo Labora- 
The post calls for an artist with type 
who is also a practical layout man able to design a 
blotter as effectively as an 
Every scope will be given for creating original work, 
and responsibilities will include detailed typo- 
graphical control of all print handled by the 
Salary, according to exnerience and 
ability, will be between £550-£650, with partici- 
pation in the Company's Incentive and Pension 


Apply in writing, with examples of recent published 


Senior Personnel Officer 


GLAXO LABORATORIES LTD. 
Greenford, Middlesex 


illustrated book. 
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ADVERTISER'S WEEKLY 


APPOINTMENTS VACAN 


FIRST CLASS LETTERING ARTIST 
required in Pubiicity Studio of impor- 
tant Loncon Publishers. Varied work 


and good salary and prospects. Exce!- 
lent opportunity for the right man 
under 35 Write, giving detai's of s | 
‘ squire ) 
fats cro Sucets, ‘110. Old Broad | A FIRST CLASS 
: St E.c. 
emt class general artist required LETTERING ARTIST 
for London Agency; must be fully ex- 
ienced and 
x 9955 Ad. Weekly 180 Fleet St EC4 
; A JUNIOR 
* ARE YOU LOOKING | | propUCTION MANAGER 
Required for Advertising De- | | WEST ONE STUDIOS 
partment in Middlesex, ap- LIMITED 
, proximately 15 miles from Hyde 
- Park Corner, male Assistant ring Langham 1523 and make 
Advertising Manager to be an appointment 
trained with a view to taking 


over complete control of the SHORTHAND.-TYPIST, aged 17/19, re- 


ed tO train as secretary 10 Account- 

Department —" 
. . ant of well-known Fieet Street group 
Essential qualifications — high of magazine and book publishing com- 


panics. Commencing salary £5 a week 


standard of education, qualified Box 9738 Ad. Weekly 180 Fleet St EC4 


in advertising, preferably a 


| OUTDOOR ADVERTISING INSPEC- 

a D.A.A., age 25-30, with practical | | TOR required by leading agency | for 

? i j j gteater London area e¢ to drive 

j experience in advertising gener- | | Bara") come perticuion aad talery 
ally required 

: ; Applicants should write giving Box 9714 Ad. Weekly 180 Fleet St EC4 

f details of qualifications, SPACE SALESMAN to carry additional 


monthly trade periodical Old estab- 
lished subscription circulation, 


. 
ex- 
| perience and salary required to: 
1 . Sales Manager 
| 


steadi.y 


cising. Expansion in hote's, distil!ers 

4 | tou) ers and packaging Belds possible 
$ ; } on O03 commission only ep ply 

: Gen 9725 | _Box 9723 Ad. Weekly 180 Fleet St BC4 

; Weekly, 180 Fleet St., E.C.4 cate DETAIL DEPAKIMENT. 

| 4 Thoroughly experienced maa required 

i 5 PROGRESSIN E and established Adver- by medium sized Fleet Street Agency 

‘ i} : Using Contractors with compete um pro- | to supervise department, and to cope 

- +i § ducing and sales organisation offer with rush insertions as well as coutine 

| ? interest 'O top rate artist. Alternatively | flow of work. Good salary and pros- 

| ‘ would consider offer from large Lon- | pects for person with background of 

ia 1 ; don concern able to place own men in previous experience, plus faculty of 

ee } : that capacity Own staff — been | being up to the mark at all tmes. 

notified of this advertisemen 


Box 9741 Ad. Weckiv 180 FI lect St EC4 


Write 
Box 9718 Ad. Weckly 180 Fleet St BC4 


) AN EXCELLENT OPPORTUNITY 
/ 4 IN THE 
| EASTERN COUNTIES 


We want a competent advertising man to take 


over the management and development of our 


business in the Eastern Counties. Applicants 


should be resident in the area, know the 


Eastern Counties and their industries inti- 


mately, have the ability to get and hold good 


business and have a sound all-round knowledge 


of advertising. 


Please send full persoral particulars to 


Managing Director 
RIPLEY, PRESTON & CO. LTD. 
4 Carmelite Street, London, E.C.4 


’Phone your Classifieds 


168 


CLASSIFIED ADVERTISEMENTS 


ADVERTISEMENT REPRESENTATIVE 
required by Head Office of provincial 
daily newspapers. Good prospecis are 
offered to an eMmergetic young man 
possessing drive and initiative. Write, 
full details of experience, age and 
salary required 
Box 9726 Ad. Weekly 180 Fleet St BC4 


PENTAGON 
want the finest 
all-rounder 


Someone who can give style 
and character to a wash draw- 
ing of a dustbin and then 
colour-retouch a portrait to 
the highest degree of quality. 
Can take on a detailed scraper 
of the innards of a radio set 
and then give perfection to 
three-way perspective drawing 
of a building. 

Above all it must be someone 
who knows he’s good and not 
just thinks it. Write or ‘phone 
to fix an appointment. 


PENTAGON 


DESIGN SERVICES LIMITED 
WELBECK 5445 


A COMPETENT LADY Secretary re- 
quired. Good salary, interesting work 
Piease epply to W. Samuel, William 
Samuel & Company (London) Limited. 
Publishers and Advertising Contraciors, 
17 Philpot Lane, E.C.3. 

COMPOSITOR required by large firm 

of Ticket Printers in Middlesex. Write, 

with details of age and experience, to 


*’“ «2187 Frost-Smith Advg., 
__Finsbur Pavement, E C.2. ae 
COPYWRITER wanted for Pubiicity 


Department of Machine Tool .makers. 
Capahie of writing sales and technical 
copy for advertisements, catalogues. 
Man with sense of adverusing 
not purely technical. Weite 
with full details o F. Eawards Lid., 
3589 Euston Road, London, N.W.1 
LAYOUT. Artist required by well estab- 
lished agency. Good opportunity for 
first class maa with commercing saiary 
of £800 per annum Wane fully giving 
age and experience 
Box 9739 Ad Weekly "180 Fleet St EC4 
SPACE SALESMAN equ red, Birming- 
ham and Midlands, part-time. Estab- 
lished high quality monthly technical 
journal. Write for details, Scientific 
Publications, 8 Walker Street, Welling- 
ton, Shropshire 
FIRST-CLASS SPACE SALESMAN re- 
quired Dy well-known group of publish. 
ing companics. Details of age and 
experience, in strict confidence, tc 
_ Box 9736 Ad Weekly 180 F.ect St EC4 
PROCESS ENGRAVING REPRESEN. 
TATIVE cequred by New Company, 
Central London with adequate 
ties, Outstanding opportunity 
with sound connections to be 
by quality and quantity, 


facili- 
for man 

backed 
apply in con- 


fidence. 

Box 9735 Ad. Weekly 180 Fleet St EC4 
ASS i STANT ADVERTISEMENT 

MANAGER (required by well-known 


Fleet Street group of publishing com- 
Panies Exceptiona! opening for keen 
man with good space-selling record 
Particulars of age and experience, in 
Strict confideme, to 
_ Box 9737 Ad. Weekly 180 Fleet St BC4 
JUNIOR PRODUCTION ASSISTANTS 
required by West End Agency, appli- 
cants must sta'e age, and salary re- 
quired when applying to 
Box 9733 Ad. Weekly 180 Fleet St EC4 
ASSISTANT REQUIRED for Advertis- 
ing Department of Manufacturers and 
Merchants in Lford area. Must have 
knowledge of catalogue production 
Write stating age, experience and salary 
required. 
Box 9715 Ad Weekly 180 Fleet St BC4 
DRAWING /CLERICAL ~~ ASSISTANT 
required in advertising contractors 
office near Charing Cross. Ability to 
draw simple elevations essential. Write, 
giving age. — of experience and 
salary required t 
Box 9720 Ad. Weekly 180 Fleet St EC4 


| 


to CHA 8844 (Ex 23) 


January 25, 1951 


APPOINTMENTS VACANT 


EXHIBITION DESIGNER requires all- 
round assiscamt for work on Festival of 
Britain State salary required. 

Box 9709 Ad. Weckly 180 Fleet St EC4 

CENTRAL OFFICE OF INFORMA- 
TION:—App.ications are invited for a 
vacancy in the Campaign Management 
Section of Campaigns and Lectures 
Division, the duties of which will be to 
take responsibility for initiation and 
control through all phases to comp!c- 

of Government press and poster 

Candidates should have 

wide technical experience of advertising 

agency work and be fully competent 
to undertake senior account execu.ive 
work, The post is graded Temporary 

Senior Information Officer. salary £850 

—£1,000 (men) and £725—4830 

(women) Applications, stating age, 

qualifications and experience, ang quot- 


ing 8. should be forwarded to 
London Appointments Office. Ministry 
of Labour and National Service, 1-6, 


Tavistock Square, 
within ten cays of 
this advertisement 
should original 
warded. Only 
imterview will 


EXPERIENCED 


London, W.C.1. 
the appearance of 
In no circumstances 
testimonials be for- 
candidates selected for 
be advised a 
VOUCHER CLERK 
required immediate'y for medum- 
sized London Advertising Agency 
Write stating previous experience, age 
and sa'‘ary required 
Box 9740 Ac. Week'y 180 Fleet St EC4 
ACCOUNT EXECUTIVE. If you are 
young. encrectic and ambitious and 
have had sound experience in the Adver- 
tising wor'd, an exce'lent opportunity 
awaits you in this Organisation. Write 
in the first instance. giving full parti- 
culars, age, experience and salary te- 
quired to ae Irwin Lid., 11, Gough 
Square. E.C pe a 
PRINTERS is CLERK for busy 
City office. preferably some experience, 
canteen, S-<day week Give partticu- 
lars in own handwriting 
Box 9716 Ad. Weekly 180 Fleet St BC4 
JUNIOR ARTIST required for London 
Publishing House studio, Ideal opportu- 
nity for learner. Write for interview, 
ane detai's of age. cxpericnce and 
ary required 
Box 9713 AG Weekly 180 Fleet St BC4 


Opportunity for 


top grade Copy 
and ideas Man 


We seek the services of an 
Agency-trained Advertising Man 
of mature experience capable of 
sharing the responsibilities of 
running this Agency. 

As the position is at Director 
level it carries a four-figure 
commencing salary and appoint- 
ment to the Board will be made 
on proof of capabilities. 

As primarily his work will be 
the preparation of copy and ideas 
for Technical Advertising in all 
its forms, he must be dynamic in 
outlook, have a fertile imagi- 
nation and possess a sound 
knowledge of sales psychology. 


If you possess these qualifi- 
cations—if you are ambitious and 
feel you have not yet reached 
your peak level in advertising, 
we invite you to get in touch 
with us without delay. 

Write giving full details of 
past career in strict confidence 
to The Managing Director, 
Gilbert Advertising Limited, 
Incorporated Practitioners in 
Advertising, 10, Norfolk Street, 
London, W.C.2. 


WELL KNOWN STUDIOS require Srore 
Iilustrator, line and = Only first- 
— = artists need ap 
Box 900 Ad. Weexly 130 Fleet St EC4 
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CLASSIFIED ADVERTISEMENTS 


McNULTY’S 
WANT 
PRODUCTION 
MANAGER 


to take charge of print and block 
ordering and ensure the smooth 
running of all production from 
studio to finished job. 

The applicant should have know- 
ledge of processes and have a 
Good 
Opportunity for a man with a 


keen eye for costs. 


tidy mind who has managerial 
ability. 
Apply in writing to: 
J. P. McNulty, F.I.P.A. 
Cliffords Inn, 
London, E.C.4 


IDEAL HOMES EXHIBITION for 
demonstrators and sales staff, Pageantry 
Lid., 8 Charing Cross RKd., London, 
W.C.2._ TEM/BAR £269 or 2217. 

PRODUCTION ASSISTANT. i) With 
2 or 3 years Agency experience re- 
quired to work on important group of 
Accounts in prominent London Adver 
tising Agency 2 Junior assistant 
also required Write ary experience 
Box 9744 Ad. W ly ) Fleet St EC4 

SINC. firm requires 
services of limited number of free- 
lance artists fully experienced in ietter- 
ing ‘ayout, book design and figure 
work No specimens in first instance 
but write full details to 

Box 9747 Ad. Weckly 180 Ficet St EC4 


APPOINTMENTS WANTED 


SPECIAL OFFER 
To 
AGENCIES or CLIENTS 


Young Advertising Executive 
offers over 7 years’ experience in 
4 leading Agencies in exchange 
for responsible position with 
prospects First class Copy man 
Contact and Marketing Experi- 
ence, good Media knowledge 
Now handling Nationa 
food, low-priced cosmetics home 
appliances, travel and motor 
Accounts. Can create, plan 
organise—and talk. Present 
salary £1,100. 


Box 9704 
Advertiser's Weekly, 180 Fleet Sc., E.C.4 


A NEWSPAPER REPRESENTATIVE 
requires post, not managerial, offcring 
unlimited scope for an exceptional 
clientele in London or Provinces. 
Would like TOUGH PROPOSITION 
TO WORK UP. _ Experience covers 
Agency, National and Periodical press 
Free in March 
Box 9708 Ad "Weekly 180 Fleet St BC4 

VERSATILE LADY (G2), experienced 
Space Buyer, Account Executive, 
desires an interesting position in adver- 
tising. Thorough knowledge of Agency 
routine. adaptable and prepared to be 
useful in any capacity 
Box 9717 Ad. Weckly 180 Fleet St EC4 

FINISHED LETTERING ARTIST, ex- 
perienced seeks change, agency studio 
_ Box 9728 Ad. Weekly 180 Fleet St BC4 

EX-OFFICER, young, two years Assis- 
tant top a tay D — requires 
similar position any 
Box 9729 Ad. Weekly. 180 Fieet St BC4 


’ Phone 


i aah 


APPOINTMENTS WANTED 


DESIGNER / ADVERTISING MAN- 
AGER over twenty years’ experience, 
desires change where scope for ver- 
satility exists, 
851 Ad. Weekly 180 Fleet St EC4 
ARTIST with thorough knowledge ye of all 
sides of Studio work secks change with 
Agency or Studio handling good class 
accounts 
Box 854 Ad. Weekly 180 Fleet St EC4 
VOUCHER CLERK, man, aged 35, with 
Lynch. 


experience. 28 Burnaby 
_ Street, Chelsea, s Ww. ee 
VERSATILE LAYOUT DESIGNER 


requires position at home (or abroad) 
_ - London Agency experience. 
7 Ad. Weekly 180 Fleet St EC4 


= & PUBLICATIONS MAN- 
R needs a change, offering 
ll imaginative scope. Well 
trained advertising/publicity man with 
strong literary bent. Ex-copywriter, 
account executive and journalist. Wi 
production experience and eo 
typographer. Capable = 
departmental chief. Aged 27. 
£890 p.a. Box 9711 
Advertiser's Weekly, 180 Fleet St., E.C.4 


Salary 


LETTERING AND GENERAL ARTIST 
secks post in London Studio 
Box 861 Ad. Weekly 180 Ficet St C4 
YOUNG MAN, 23, secks position in 
Advertising Anything considered 
__Box 9750 Ad. Weekly 180 Fleet St EC4 


LETTERING ARTIST (23), requires 
position to show keen ability. 
Box 899 Ad. Weekly 186 Sieect St EC4 
YOUNG WOMAN ILLUSTRATOR, 
bored to tears with free-lancing within 
own four walls, secks stimulating job. 
Experience as assistant to Art Editor, 
letuerer on newspaper. Adaptable and 
enthusiastic. 
Box 9701 Ad Weekly 180 Fleet St BC4 


ASSISTANT TO Advertisement Manager. 
Copy, make-up, and 44 years’ experi- 
ence im Advertisement Department of 
Publishers. Schoo! 
Certificate. Some typ 
mencing salary approximately £316 p.a. 
Box 9702 Ad. Weekly 180 Fleet St EC4 
SHORTHAND-TYPISIS. Private Secre- 
taries, Clerks, etc. If you are im urgent 
need of stail, contact Embassy Bureau, 
Excel House, A Ames A Street, W.C.2 


BUSINESS OPPORTUNITIES 


BiFULLY RECOGNISED 
ADVERTISING AGENCY 
WANTED 

We wish to go outright an 
pm y F uiring development. Please 


is in beso confidence to 
Advertiser's Weary, 100 180 Fleet St., E.C.4 


ADVERIISING MANAGER. London 
Adverusing Agency executive can put 
many years experience of successful 
advertising at disposal of reputabic 
company. Salary £1,250 p.a. Enquiries 
invited to 
Box 892 Ad. Wee Weekly 180 Fleet St EC4 


cruising. 
Tei.: 26817 


~ REO UIRED, Capacity 

becoming available for a 
Weekly Periodical with a well estab- 
mdon Printer. Wednesday 
erected. Usual office 


Box 859 “nd Weekly 180 Fi 180 Fleet St BC4 


46 Broadmead, Beistol, 1. 
_and 20460. 
PERIODIC AL 


ished oO 
puvication 


LONDON PRINTER can undertake a 
weekly or monthly Publication (not 
Rotary), Write Box 2211, Frost-Smith 
Advg., 64 Finsbury Pavement, E.C.2. 


SHOW CARDS, CUT-OUTS, 


: Boscombe 36835 
London Office: 79 Davies St., W.1. 
‘Phone GRO 6777. 


ADVERTISING BUSINESS with national 
accounts in important —_ 
town, open 
tation of fully recognised a 
Box 9724 Ad. Weekly 180 Fleet St EcC4 

MANUFACTURERS of products appeal- 
ing tO expectant mothers, and advertis- 
ing nationally throughout the British 
Isles, have current Mailing Lists to offer 
oO! 


f special interest to the following 
ang Pe Trades: yp aby — ‘ 
—— — Toys and Furniture. Write 

GRADUATE, 26, administration, — aw. Box 9721 Ad. “Weekly 180 Fiect St BC4 
blocks, seeks post in M 
Trading Company Offers? 
_ Box 889 Ad. Weekly 180 0 Fleet St_BC4 
ADV en ne. AND PUBLICITY ADVERTISER 
A seeks post. 
Experience 1 advertising, brochures, desires to purchase Advertising 
editorial. public retations, exhibitions. 
Engineering and commercial back- Agency or share 
ground 
Box 9727 Ad. Weekly 180 Fleet St BC4 Box 896 


COMPETENT BUSINESS WOMAN, 34, 
secks responsib! position, 12 years’ 
comprehensive Advertising Agency ex- 
perience Good references, 
William Samuel & Co., 17, 
Lane, E.C.3. 

PUBLICITY / ADVERTISING EXECU- 
TIVE with first class record in import- 
ant ficlds of wade and industry wants 
top-level position where his organising 


Philpot 


ability experience .n Management, 
Diess advertising sales promotions, 
lispiay work press/public relations 
schemes, can be ambitiously used 


Young, keen and adaptabie 
Box 9742 Ad. Weekly 180 Fleet St BC4 


FREE E SERVICES 


COMMERCIAL ARTIST requires process 
work (ine, sone and colour), lettering 
specialist Finished work from your 
colour roughs 
_Box 223 Ad. Weekly 180 Fleet St EC4 


FIRST CLASS FIGURE ARTIST, with 
wide experience techniques various 
media, can take on occasional free 
lance commissions 
Box 9719 Ad. Weekly 180 Fleet St BC4 

ARTIST DESIGNER requires free lance 
or part-time work Commercial and 
Exhibition display; 
illustrations. 

Box 9705 Ad. Weekly 180 Fleet St EC4 

COMMERCIAL ARTIST, experienced in 
boot and shoe drawing, mechanical 
iustration and lettering. secks good 
connections. Prompt service guaranteed. 
Box 9716 Ad. Weekly 180 Fleet St EC4 


design murals 


Advertiser's Weekly, 180 Fleet St., E.C.4 


‘AGENCIES searching for exclusive, solus 
sites (countryside) for clients, write 
‘BY NEWTON ABBOT 


3 =Weekly 
a industrial area 
allocation. N.P 
Box 898 Ad. Weekly 180 Fleet St BC4 


PERSONAL 


TEARLE. On January 13, to Lawrence 
and Joan Havelock Tearle in South 
Africa a brother — Gaylord — for 
Laurrainc 


ACCOMMODATION. 


5860 SQ. FT. Studio | og ty =. 

Street erea £300 

Box 9732 Ad Weekly i80 Fleet ‘St EC4 
“Suite of two rooms in Fiect 
Street. Rent £350 inclusive of _clean- 
ing Suitable for London Office of 
newspaper. or small advertising agency 
Box 9706 Ad Weekly 180 Fleet St EC4 


Fleet 


BACHELOR DFSIRES jo share his 
modern three bedroomed flat, C.H.W 
Phone Garage Southgate district 
Please state age, occupation 


Box 9743 Ad. Weekly 180 Fleet St BC4 
ADVERTISER OFFERS 4 — Fleet 

Street Office. Rent 30s 

Box 9707 Ad. Weekly 180 Feet St EC4 


ADVERTISER'S WEEKLY 


ACCOMMODATION 


ASSOCIATED PRESS 
BUILDINGS 
E.C.4 


Approximately 3,000 sq. 
ft. of excellent offices 


available in this new 
building. 
Fully inclusive rental 


day and night service. 


For details apply: 


HILLIER PARKER MAY & ROWDEN 
77 Grosvenor Street, W.! 
MAYfair 7666 


ALES AND WANTS 


WANTED 


all types of scrap printers 
metal — linotype, brass 
and zinc. Top prices— 
Spot Cash — We collect. 
Call, 


"phone or write 


jTO PUBLISHERS 


Are you seeking a Printer who has 
recently installed the undermentioned 
nm machinery to produce an 
established monthly, or weekly 
2 Modern Automatic Double Demy 
letterpress machines by Linor 
Machinery Led. Several smaller 
Automatic Cylinders. Additional 
Monotype keyboards and casters. 
Double Royal and smaller folding 
machines. 
lf this is so we invite your enquiries— 
hone Leytonstone ties 


(Minimum ‘ _ 


G. F. TOMKIN LTD. 
5011S Grove Green Rd., Leytonstone 


SALES ROCKET 


/ 
700 % A famous House 
of Cosmetic Manufacturers 
permits us to announce that 
a showcard recently designed 
and produced by us has in- 
creased sales of a particular 
line by 700 per cent . . . proof 
of the power of a well planned 
Showcard. 
PRESENTATION & PUBLICITY 
219 LONDON ROAD, SOUTHEND-ON-SEA 
Showcards & Printed Display Units 


your Classifieds to CHA 8844 (Ex 23) 
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ADVERTISER'S WEEKLY 


@ REGISTERED 
NEWSPAPER 


eer Weekly 


Tuurspay, JANUARY 25, 1951 


D. acopy 
40/- a year 
Post free 


45/- (overseas) 


The Times by Air reaches every part of the 


habitable globe. More than 15,000 copies 
leave the London airports daily for the cities 
of Europe, for New York and Washington, 
Toronto and Montreal, Delhi and Johannes- 
burg, Singapore and Sydney. Printed on India 
paper, but otherwise identical down to the last 
comma with the copy of The Times deposited 
on London doorsteps, The Times by Air is avail- 
able throughout the five continents more 


quickly and at less expense than ever before. 


THE 492. TIMES 


AND ITS COMPANION 
PUBLICATIONS 


LITERARY SUPPLEMENT 
Every Friday 
EDUCATIONAL SUPPLEMENT 
Every Friday 
THE TIMES BY AIR 
Daily 
WEEKLY EDITION 
Every Wednesday 
REVIEW OF INDUSTRY 
First Wednesday of Every Month 


THE TIMES SURVEYS 


Occasional Publications on 
Matters of National Interest 


STOP PRESS 


PAPER MAKING : 
MORE IMPORTS 


Quantities “of paper-ma 
materials now being impor 
are greater than at any time 
since end of war, said H. 


are still below amount required 
to main industry’s full 
operation. 


MANFIELD APPOINT 
AD. MANAGER 


For four years account execu-' 
Sve with Graham & Gillies Ltd. 
. O. ee joins Manfield & 


promotion manager, to take on 
wider promotion responsibili- 


INKY PAY 


—_ of £63,761. Amount paid 
free-lance and part-time 


Journalists during year was 


Magazines, books and news- 
papers in addition to “Design,” 
Council of Industrial Design 
publication, will be on sale at 
three bookstalls at the South 
Bank exhibition, Herbert Morri- 
son assured M.P. questioner. 


Barmouth U.D.C. will ome 
bute £150 to press ad. 
paign ee Barmouth Publicity 


H. eS Innoxa ad. mana- 
ger, now back at work after 
serious illness. 


Arrangement whereby Arks 
Ltd., Dublin, have acted as vy 
Bate for Eire for Foote, Cone & 

Belding has term inated. 


Foote, Cone & Belding ap- 
— to le Odo-ro-no 
ant account by Northam 


Published by the Proprietors, BUSINESS PUBLICATIONS, Ltd., at their office at 180 Fleet Street, London, E.C.4. (Phone: \ iam 
London, establishmen 


January 25, 1951. Printed in England by Staples Printers Limited at their Great Titchfield Street, 
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